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Pleasing to the Wearer! 
Profitable to the Retailer! 
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With more and more women taking an active part 
in organization activities, business, etc., they are becoming 
increasingly critical of the footwear they buy. And that’s a 
great “break” for Tandrite Calf! The ability of this incom- 
parable leather to withstand hard wear and still retain its 
fine, smooth appearance is a quality that makes it excep- 
tionally pleasing to the most discriminating customers. 


E. HUBSCHMAN & SONS, INC. 


PHILADELPHIA 
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BEST “ OMERS? 


In building for the future, remember 
that it pays to put forth a lot of effort to 
secure children’s shoe business. If you 
fit today’s youngsters with the right 
kind of footwear, they will grow up to 
become tomorrow’s best customers. Re- 
member, too, that your efforts will be 
particularly rewarded if you sell Vitality 
shoes for children! 

, Vitality shoes for children offer you 
an opportunity to follow through year 
after year—with profitable sales of shoes 
bearing ome name. They are styled to 
meet the critical tastes of children ... 
and they afford the protection required 
to assure normal, healthy development 
of growing feet. Vitality shoes for chil- 
dren—and Vitality Vitepoise Feature 
shoes for children—are honestly con- 
structed with a// leather in vital parts.* 





Children's Regular Grade 
Priced according to size, $2.50 to $5.00 


Vitapoise Feature Shoes for Children 
Priced according to size, $3.50 to $6.00 


4, 
Hoes @ Counters, insoles, and beel bases n0t paper or fiberboard 


Made by America’s Largest Shoemakers 
- VITALITY SHOE COMPANY, Division of International Shoe Co., ST. LOUIS, MO. 
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LITTLEWAY AND UCO LOCKSTITCH SHOES 





LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 























Sm |S THE SIMPLE 
WAY TO SELL 
THE FEATURE 
JUVENILE MARKET 


ALSO MADE FOR WOMEN 


STOCK SERVICE - 


CURTIS-STEPHENS-EMBRY CO, wwe. aeaninc, PENNSYLVANIA ~ 


ALSO MAKERS OF MODERN AGE SHOES 
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1921 — ORIGINAL FREEMAN 
FACTORY, BELOIT, WIS. 


NEW PATTERNS IN 1921... but as good as ever today 


The only justification for a new business is the faith of the founders in their ability 
to do a better job in the field they enter... . The Freemans had that faith in 1921. 


ln 1921 We felt that we could give America, at a popular price, shoes of better style and 
quality, and far better fit, than were being made at that time. We did, merchants 
quickly recognized it, and we have continued doing so the past two decades. 


ln 19 21 We figured that we could take most of the hills and valleys out of both manufac- 
turing and retailing by carrying all styles in stock and encouraging weekly 
sizeups, thereby making it possible for dealers to increase both sales and turn- 
over on lower inventories and for us to give our shoemakers full employment 
the year round. That plan worked and has continued to work for 20 years. 


| n 1921 We figured that only by the most advanced methods of manufacture could our 
objectives be attained. The original Freeman plant set a new standard of effi- 
ciency. Present Freeman plants and working conditions are still a model for 


the industry. 


ln 192] We determined to eliminate all expenses that made no contribution to the in- 
trinsic worth of our shoes. After twenty years that’s still our policy. 


ln 1921 We recognized the impracticability of manufacturing different grades of shoes 
in the same factory. That fact is equally true today; so, as new lines have been 
added, new factories have been developed for their manufacture. 


ln 19 4] We're still making good shoes the Freeman way . . .. but operating four plants 
instead of one. Each year has been a bigger year. For two decades of steady 
growth we send our sincere thanks to Freeman dealers—5,687 strong, from 
coast to coast—whose loyal support has made this 20th Anniversary celebra- 
tion a happy occasion for all hands. 


Bee ee wee, 


SER GG, Wistert sun 





PLANT NO. 2, BELOIT, WIS., BOOTMAKER GUILD SHOES, 
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SHIPPING AND WAREHOUSE, BELOIT, WIS. 


VORPORATION 
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Buyer, it’s time to get your bearings on boots. 
You saw them here and there last year, worn by the 
most daring. This Fall they'll stride brazenly across the 
campuses of the land as one of the most popular and 
authentic college fashions. The correct leather for boots 


the COLLEGE CROWD erie yon rs baat 
ALL BOOT BUSINESS in Gece 


is Valencia, an Evans tannage of soft kidskin, soothing 


and easy on the feet . . . ideally suited to the boots you 


see here with all their swagger and comfort. 


JOHN R. EVANS & COMPANY - CAMDEN - NEW JERSEY 


Sportster Londonaire in 
alencia by A. Sandler Co., 
Boston, Mass: In Stock ia 
Brown, Red.and White. 


WHAT'S SHE WEARING? Crack campus outfit for a gal who 

knows what's pe: Item A — slacks. Item B — topcoat 
The Mountie by A. G. Spald- slung-over-showlders. C — sweater-with-sleeves-rolled. And 
ing, Marlborough, Mass. In what's the what that completes her? Why boots, of course — 
Stock in Brown and Red in Evans soft Valencia Kidskin. 











Today’s modes, light, smart, and trim on the foot 


— flexible and comfortable as well. 


Made The Dependable Way with UNISHANK 
INSOLES, rigid heel and shank support is com- 
bined with proper forepart flexibility. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


UNISHANK 
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PATTERN 3082-2 


Elasticized Turftan Calf, antiqued. 
Tweedies top line treatment (U. 
S. Patent No. 2,240,816) 102 
Last 17/8 Cuban Heel. 


EAUTY conscious America demands the 
loveliness of youth in line and in form. 
That is why the Tweedease top line treatment 
with its distinctive design and easy fitting quali- 
ties has become such a powerful selling fea- 
ture in the high style elasticized field. It is a 
capital asset in shoe merchandising, one that 


every alert buyer will demand. 


TWEEDIE FOOTWEAR CORPORATION 
JEFFERSON CITY, MISSOURI 





CHOICE SHOES FOR YOUR CHOICE CUSTOMERS 
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“BARRELS of Shoes for Wat 
Refugees” is now precisely one year 
old, as a shoe collecting campaign, 
originated by the Boot anp SHOE 
REcORDER and carried on by mer- 
chants in every state in the Union. 
Significant indeed is the helpful- 
ness of the work to date and the 
profound appreciation of thoughts 
of people in England has already 
been expressed. Remember, there 
is a hard Winter ahead and the 
need is just as great, if not greater. 
Furthermore, we have, with our 
own eyes, seen the regular and con- 
tinuous movement of these shoes 
in their rapid shipment abroad. 
There is always a spot on board a 
ship for lightweight cargo, as easily 
handled as a barrel of shoes. 




















I. Lader of the Nassau Bootery 
of Great Neck, Long Island, a mer- 
chant of long standing in a busy 
community, has had a red, white 
and blue barrel in front of the store 
for weeks on end. He culls and 
seeds the worn shoes thrown into 
the barrel and to date has sent 
twenty-four barrels to the British 
War Relief Society. 

Now the War Relief organization 
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accepts all shoes. They have some 
repaired and the upper leather of 
those shoes beyond redemption is 
cut into patches and, believe it or 
not, aviators’ coats are made there- 
from. It is amazing, the utility 
value of an old pair of shoes in 
these emergency times abroad. 





As we have said before, an old 
shoe has a strange personality. It 
is almost never thrown away. It is 
put into the closet or into the attic 
and there it remains—a potential 
menace to feet and salesmanship. 
But we have had it on good author- 
ity that hundreds of thousands of 
shoes have been removed from do- 
mestic circulation and sent to a bet- 
ter usage abroad. 

The Boot anp SHoe Recorper is 
naturally proud of the part it has 
played but the real credit should 
be given to the merchants here, 
there and everywhere, who have 
done the work and carried along 
the spirit of this great charity. 


SOMEONE has said that you could 
feed and clothe China on the wastes 
and super-abundances of America. 
There is a vacant lot opposite the 
Nassau Bootery, in Great Neck (a 
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temporary situation until the new 
building is put up) and we wish 
you could see the aluminum dump 
that is growing, mountain high, in 
that midtown spot. The women of 
the town organized the aluminum- 
collecting campaign. It was part 
of the national campaign which be- 
gan July 21. Aluminum is needed 
for national defense. It is posi- 
tively amazing to contemplate the 
kitchen equipment that has found 
its way to this emergency dump. 
It is another indication of the 
wastes and super-abundance in 
America and be it known, in a 
commercial way, both the shoe cam- 
paign and the aluminum campaign 


will have an important influence on 
the future business of both fields. 


. - . 


WILLIAM J. CRAWFORD, Craw. 
ford Shoe Stores, Peoria, IIl., says: 

“It has been my observation that 
the average man today has far less 
time than formerly for general read- 
ing and that it is his local paper that 
receives the most time and attention. 
Therefore, for the benefit of the in- 
dividual merchant, the local sources 
should now be receiving as much 
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attention as possible in consumer 
appeal. It is advertising of well- 
known brands of shoes, directly 
linked with the name of local mer- 
chants throughout the country, that 


is bound to bring sales.” 
* * * 


JAMES W. HARDEY, advertising 
manager of Woodward and Loth- 
rop, Washington, D. C., says: 

“If uncontrolled statements and 
too forceful advertising have been 
justified at any time, and we strong- 
ly believe they can never be justi- 
fied, they certainly have no place in 
the scheme of things at this time. 
Aside from the fact that they are 
unethical and frequently untrue, 
there is no need for them as a 
means of selling. Selling requires 
less urging in times such as these 
than in normal times. 


39 


- 





“We are familiar with the power 
that has been vested in the Federal 
Trade Commission and Pure Food 
and Drug Administration. In addi- 
tion, now the Consumer Protection 
Division of the National Defense 
Advisory Commission undoubtedly 
has, or would be given, authority to 
take certain regulatory steps during 
the emergency. This bureau is pre- 
sided over by Miss Harriet, Elliott 
and she has been most cooperative 
with business and has sought sug- 
gestions. and advice on many prob- 
lems. 

“It was from this bureau that 
emanated the warnings against 
‘Scare Advertising.’ The Retailers 
Advisory Committee which was set 
up by Miss Elliott immediately 
asked the Better Business Bureaus 
of thecountry to take over this 
work. So quickly was this done, and 
so thorough and complete the co- 
operation of business that practical- 
ly no ‘Scare Advertising’ has ap- 
peared insofar as we have been able 


to learn.” 
* * * 


APPOINTMENT of Ben W. Lewis, 
professor of economics at Oberlin 
College, as price executive in charge 
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OH YOU BLITZ! 


We'll WRITE A LETTER To 
hime THE Times / 





—lIt's the human interest stories 
coming out of England that ac- 
centuate our admiration for a 
people that have been under 
more or less violent bombardment 
since September, 1939. 

—Harold Whitehead of London 
sends us the following “incident 
in a London Club" during a heavy 
blitz... 

“Three very old club members— 
typical window sitters, were standing 
near the fire. One white haired man 
was grumbling at not being able to 
get home. Just then, a H.E. exploded 
on a neighboring roof. The blast came 
full speed down the chimney, spread- 
ing dirt, soot and plaster all over the 
room—and of course, over the three 
old men. Angrily they stamped out of 
the room and descended to the club 
shelters. A young member, seeing 
them enter, laughed and exclaimed: 
‘Well, well, this is the first time | 
ever heard of a man's hair turning 
black in a night.’ " 

—lt's going to be the toughest kind 
of a job to “down" a nation that 
can preserve such a superb sense 
of humor during such trying times. 


Sh Tike 


President 





of the rubber and rubber products 
section, Office of Price Administra- 
tion and Civilian Supply, was an- 
nounced by Dr. J. K. Galbraith, 
Assistant Administrator in charge 


of the Price Division. 
* * * 


THE coming ninth semi-annual 
Allied Shoe Products and Style Ex- 
hibit will be held at the Belmont 
Plaza Hotel, New York City. An 
impressive array of new shoe styles, 
trims and ornaments, processes, 
lasts, etc., by the allied trade group 
will be on display to the trade dur- 
ing the three-day show period, from 
Sunday until Tuesday, Sept. 14, 15, 
16. The steady growth of the Allied 
Shows has played an important part 
in the Service of Supplies. Under 
the direction of A. C. Reuter, steady 


improvement has been made in the 
effectiveness of these semi-annual 
styling events. Show headquarters 
are maintained in Room 425, Mar- 
bridge Building, New York City. 

a aa * 


CHARLES S. CRAIGMILE, vice- 
president of the Belden Manufactur- 
ing Company of Chicago, IIl., says: 

“Nothing is more important, 
especially during times such as we 
are now going through, than for the 
employer to keep himself abreast of 
the wages being paid in his com- 
munity and in his industry general- 
ly. Nothing is more pathetic than 
to see an employer get into a wage 
difficulty, which was entirely avoid- 
able, only because he had been too 
busy to keep abreast of the situation. 
Accurate wage surveys, which are 
generally available in most com- 


munities, are well worth careful 
study. 

“In our own country, if we suc- 
cessfully meet our present wage 
problems we will do much to insure 
the future security of our standard 
of living and our way of life. Wages 
in this country will continue to be 
the highest in the world if more at- 
tention is directed toward the real 
welfare of our people and less to- 
ward the aggrandisement of the in- 


dividual.” 


* * * 


H. H. BISHOP, vice-president of 
The Robert Simpson Company, 
Toronto Canada, says: 

“In building up a telephone trade 
there are several ‘musts’ which cannot be 
avoided if you are to be successful: 

“(a) Your telephone equipment must 
be well designed to give the ‘sales oper- 
ators’ quick connection with all sales de- 
partments for any further information 
needed to complcte a customer's trans- 
action. 

“(b) Every member of the staff must 
have a good telephone voice and man- 
ner and be well trained in the various 
lines of merchandise handled. 

“(c) Operators must be supplied with 
complete, up-to-th.-minute, well indexed 
price books. 

“(d) They must be well informed re- 
garding all the services which contribute 
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to the final delivery of the customer's 


“(e) Newspaper ads must be specific 
in the merchandise descriptions with a 
clear indication as to whether telephone 
orders will be accepted or not. Where 
quantities are limited and there is dan- 
ger of inability to fill orders, if taken, it 
is better to say so in the ad than to take 
a chance on disappointing the customer. 

“(f) Having taken an order, it is as 
imperative that it be filled correctly and 
delivered as promised as if the order had 
been given personally to your company 
president.” 





ALFRED D. EGENDORF, director 
of merchandise research at Lit 
Brothers, Philadelphia, Pa., says: 

“Merchandise is sold without any 
or at best, very little knowledge of 
what it will or will not do. The lat- 
ter is, perhaps, even more impor- 
tant than the former, for in this age 
of diversified production methods 
and processes, the limitations of 
various types of merchandise differ 
with the methods used in their man- 
ufacture. 

“To know the limitations of mer- 
chandise, and to pass information 
about them on to the consumer is 
the most effective way of reducing 
returns. 

“The more we test merchandise 
before it is sold, so that we may be 
familiar with its characteristics, and 
the more we tell our customers about 
merchandise and what they may and 
may not expect from it, the more 
we will reduce poor quality com- 
plaints.” 


* * * 


J D. KEMPER, credit sales mana- 
ger for Mandel Brothers, Chicago, 
Ill., says: 

“The principal, and in my opia- 
ion, only objection to cycle billing 
is the fact that the majority of one’s 
customers will receive their bills 
on days other than the first of the 
month. 

“Those who cling to this theory 
maintain that most customers pay 
their bills on the first few days of 
the month, and that if a bill has not 
been received during this so-called 
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‘disbursing’ period, it will not be 
paid until the following month, 
when the customer again writes 
checks. 

“Well, from my experience, cus- 
tomers are quite adept at writing 
checks on any day of the month or 
week, particularly when they desire 
to have them cashed—after bank- 
ing hours. 

“And I wish I knew the names of 
those department stores where most 
of the customers pay their bills dur- 
ing the first few days of each month. 
According to the collection per- 
centages published monthly in 
the Credit World, and from other 
reliable sources, stores that are able 
to collect 65 per cent of their ac- 
counts during the entire month are 
just about tops. Most of them col- 
lect considerably less. ' 

“Believe me, I am not trying to 
be funny, but am merely endeavor- 
ing to point out that statistics indi- 
cate that most customers do not pay 
their bills on the first of the month 
—they pay their bills when they 
have the money. 

“And they get their money on as 
many different days of the month 
as there are working days on the 
calendar. Some firms pay their em- 
ployees on the 15th and 30th; some 


on the first and third Mondays; 
others on a Tuesday and Wednes- 
day. Quite a few pay every Satur- 
day. Professional men—physicians, 
dentists, attorneys—are likely to re- 
ceive their incomes on any or every 


day in the week.” 


+ * 


LAWRENCE FREIMAN, vice-presi- 
dent of A. J. Freiman, Ltd., Ottawa, 


Canada, said: 


WAR ?— 





“A word regarding advertising 
might be in order. It has been our 
policy since the outbreak of war 
not to speak of the war in our ad- 
vertising. We have not used the 
‘Buy-now-prices-are-going-up, ‘Re- 
placement-price-will-be,’ sort of 
thing. On the contrary, we have 
stressed large assortments and have 
attempted to apply a strong note of 
merchandise confidence in our ad- 
vertising. We hope through these 
policies that we are assisting in mak- 
ing for a greater normalcy in con- 
sumer buying in our city.” 
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The Editor’s 


TENNIS STARS 
NEED LOTS OF SHOES 


Picture on opposite page— 
Story on page 42 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


“Coming Events Cast Their Shadows” 


It’s a pity to see sectionalism develop again in a land 
that should be unified, not only in its defense work but 
its legislation for civilian economics. 

In the news last week, Senator Connally (D., Texas) 
interrupted Leon Henderson, Price Control Administra- 
tor (who was testifying before the Senate Defense Inves- 
tigating Committee) to observe that price ceilings have 
been fixed for certain cotton products. The Senator 
asked Mr. Henderson if he had fixed prices on such 
articles as automobiles, electric refrigerators and shoes. 
Mr. Henderson replied: “I have not fixed any prices for 
electric refrigerators as yet; but I am going to.” “You 
mean,” countered Senator Connally, “that you are going 
to do it whether Congress gives you authority or not.” 
Mr. Henderson replied: “I’ve got the authority now.” 
“Well,” said Senator Connally, “I want to see it. You 
may have the authority, but if you have you got more 
power than any other man in the United States, includ- 
ing the President. You have got the power to destroy 
our economy or maintain it.” 

Mr. Henderson conceded he had not fixed shoe prices. 
Mr. Connally suggested that New England shoe manu- 
facturers would not permit it. “You imply,” said Mr. 
Henderson, “that I don’t do it because I’m scared.” 
“Oh, you're not scared,” said Senator Connally. “You 
just don’t feel like doing it.” 

This is a little sample of what comes out of an inves- 
tigating committee hearing. But it actually is more than 
that—it’s a case of political juggling on the old formula 
of regional discrimination—something which should be 
forgotten in times of national emergency. 

The Senator was thinking in terms of his own con- 
stituency and he went particularly wide at the mark 
when he used the term “New England shoe manufac- 
turers.” This isn’t 1900, Senator, when Massachusetts 
alone made 47 per cent of the shoes of the nation. Only 
about one-third of the shoes of the nation are made in 
New England. This is 1941, with 33 states engaged in 
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shoe manufacturing of one form or another. New York, 
the West and the South—and even your own state of 
Texas—has a stake in this important industry of shoe- 
making. New England asks for no favors in footwear 
not granted other plants, in other parts of the country. 
It’s high time that Senators and Congressmen got away 
from the old sectional labels. 

Price fixing, priorities, controls and all manner of 
unnatural things may have to be put into effect. When 
the country is preparing for important defense, some 
sacrifices have got to be made by civilians in all sorts 
of domestic pursuits. But these regulations, restrictions 
and controls must not be built up on the political for- 
mula of sectionalism. We are too big and broad and 
capable a nation to tolerate that sort of economic dis- 
order. 


It is natural for all industries to protect themselves as 
best they can and we particularly hate to see the shoe 
industry picked out as a “guinea-pig” or “testing- 
ground” for any form of price-fixing that hasn’t been 
measured against the public welfare. 

We hope we are not going to see that lumbering old 
formula that was issued in the Schedule of Regulations, 
Sept. 30, 1918. That plan has been outmoded by the 
passage of time. Here’s what the War Industries Board 
developed then as a plan for rigid conservation and con- 
trol over prices: 


“In this new agreement colors of shoes were limited to black, 
white, and one shade of tan. Heights were limited. The intro- 
duction of new lasts was stopped. The productien of certain 
styles requiring an extravagant use of leather was forbidden. 
Manufacturers were required to reduce the variety of their 
product by about two-thirds. 
“All shoes were reduced to four classes which the trade agreed 
to sell at retail as follows: 
“*Clas;s A $9 to $12 for high shoes 
$9 to $11 for low shoes 
Clas; B $6 to $8.95 
Class C $3 to $5.95 
Class D Below $3’ 
“Each shoe was to be stamped with a number, and a key to 
[TURN TO PAGE 47, PLEASE] 
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— MAN 
N 
SHOE RETAILING 


by THOMAS N. YOUNG 


EPISODE Vi: A FACTORY BOOM 


Ed Freeman Studies His Competitor's Advertising with an Ap- 
praising Eye, and Weighs the Problem of Promotion as a Factor 


in Building a Profitable Business 


AFTER Ed’s visit to the Simpson Company he settled 
down for a long, hard pull—consolidating the business 
and generally putting into practice the hard-headed 
advice the shoe company’s head had given him. One 
morning as he looked about his store, he said thank- 
fully to Jack Perkins, the invaluable old shoe clerk: 
“We're going to make it all right, don’t you think 
so, Jack?” 

Jack looked at him affectionately. This newcomer to 
Mytown had a lot to learn, but he wasn’t pig-headed. 
And when he made mistakes, he admitted them. “We’re 
coming along,” Jack nodded cautiously, “coming 
along.” 

Ed was always amused by the old fellow’s caution, 
which seemed so at variance to him from his innate 
warm-heartedness. The only people in town that he 
excepted from this latter quality were his competitor 
Hughson and a handful of others whom Hughson in- 
fluenced. The townspeople showed what they thought 
of them by calling them Alf Hughson’s Me-Too-ers. 

Opening the local paper, Ed looked to see how his ad 
layout compared with Hughson’s. “My ad isn’t as 
good,” Ed decided after a careful study. “Ill have to 
figure out some way to improve them.” 

“Why not use the mat service?” Jack asked. “That's 
what Hughson used to so.” 


“He’s not doing it now. You can see that. The ads 
are specially written for Mytown. Some agency must 
be doing them—they’re too smooth for Hughson.” 


“Well, I can tell you Hughson would never spend a 
cent on an agency; he wouldn’t have the sense to know 
the best ad ever written from a poor one. No, that’s not 
the answer.” 

“Who writes them isn’t the point,” Ed sighed. 
“They’re good. They apply to Mytown and I need some 
that have as much punck and are as timely.” Advertis- 
ing copy that was good sure made a difference. His ad 
had seemed adequate until he saw Hughson’s. 


He’d have to make up for it in his windows. Give 
them more punch. The next hour he and Jack worked 
like beavers at a new display. In the left window he 
put a new shoe, an oxford with nice detail. Placing a 
white shoe in the center, he built the display of other 
éolors of that same style around the white one. “An in- 
ventory window will be the thing to do for the right 
window, won't it?” Jack Perkins deferred to Ed, who 
nodded. 

As they worked, Jack mentally compared the stock 
with Hughson’s. Ed was giving more thought to sound 
shoe construction than Hughson ever did. And Jack 
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concluded it would pay dividends in the 
long run over a more flashy, cheaper 
stock. “The women say this new ox- 
ford with the 12/8 heel is very com- 
fortable to stand in when they’re rolling 
bandages at the Red Cross.” 

“I’m sure glad we decided on it,” Ed 
said emphatically. “If we can build a 
reputation for good fitting, comfortable 
shoes so the customers can forget they’ve 
got feet and concentrate on what they've 
got to do in their business, defense or 
farm work, we'll have some steady cus- 
tomers on our books. I hope I’ve learned 
my lesson about the flubdub that doesn’t 
sell.” 

“Let them buy the junk from Hugh- 
son, if he’s fool enough to stock it, or 
go to Detroit for it. If you sell them 
the dependable shoes, you'll have them 
for life. I’m convinced of that.” 

“And so is Mr. Jenkins,” Ed ad- 
mitted. “By the way, it’s almost time 
for Simpson Company’s prize salesman 
to come sailing in again, isn’t it? We've 
got a husky re-order for men’s work 
shoes to put in. That new Army camp 
up the road has sure stimulated trade.” 

Realizing the number of local men 
who had been working on the building 
of the camp, Jack wondered how many 
boys would be drafted from Mytown to 
go into it after it was finished. 

“The Army will fit them out so we 
won't be selling them shoes,” Ed ob- 
served.” But we’re near enough so we'll 
get some of the officers’ trade. Boot 
anD SHOE ReEcorDER’s been running 
some monk type shoes lately that the 
officers go for—fine leathers that take 
polish beautifully.” 

“You surely can’t carry very much 
of that kind of thing in stock?” Jack 
was worried. 

Ed put his mind to rest on that score. 
A quick reference to the railroad time- 
table showed an easy solution. “If we 
get an order before noon and wire Simp- 
son Company at once, they can put the 
shoes on that one o'clock train. We 
meet the westbound train at two-thirty, 
readdress the package and put it on the 
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“Who writes them isn’t the point,” Ed sighed. 

“They're good. They apply to Mytown and I 

need some that have as much punch and are 
as timely.” 





In the market for a closed toe Fall shoe, your cus- 

tomer is being measured to ensure the proper fit. 

After wearing open toe sandals through the Summer 
months, her feet are naturally longer and wider. 


WOMEN’S feet have definitely grown larger in the past 
few years. Feet have broadened from wearing sandals. 
They have lengthened from wearing open toe shoes. In 
the picturesque words of one retailer, women’s feet 
“have covered so much of the map” that it is hard to 
get them back into closed shoes again. But back they 
must go if Mrs. and Miss Average Consumer are going 
to be in the style picture. 

There is a definite problem here for every one of you 
shoe men. And there are two sides to the problem. 
First, you'll have to readjust your own point of view a 
bit. Fittting sandals and open toe shoes has been just 
a little too easy. Now very accurate fitting will be a very 
important part of your job in selling Fall shoes. 

That’s half the story. The other half is the psychologi- 
cal reaction of the consumer when she comes in for her 
first pair of closed toe tailored Fall shoes. For months 
... even years ... her feet have been free to stretch and 
spread at ease. Now, in trim, tailored, closed toe shoes, 
her feet will have to snap into “Atten-shun!” There can 
be nothing sloppy or casual about them. What’s more, 
she is going to find to her chagrin that she will have to 
wear anywhere from a half to a whole size longer and 
a width larger in her new closed toe model. She doesn’t 
like the idea at all and she may very well object strongly 
to the size you recommend. 

Well, what’s training in the shoe business for if not to 
teach tact and persuasiveness? What you have to prove 
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to her is that her foot doesn’t look any larger than in 
the smaller size. Fortunately it really doesn’t. The round 
and square toe wall lasts, the bump or Sultan last, plus 
clever tricks of designing in silhouette and trimming, fore- 
shorten the foot so that a 194] size 9 looks like a size 
6 of a few years ago. If you don’t believe it, ask some 
of the women in the shoe business who wear size 9. 
They'll tell you what the new lasts and treatments have 
done to flatter their foot vanity. 

Wall lasts, they tell us, not only shorten the appear- 
ance of the foot but give that much-desired toe “wiggle 
room.” There’s no doubt they are more comfortable 
than the old type sloping toe last. Most closed toe 
tailored shoes, and many dressy types, are built over the 
wall last. That means you are selling a closed toe shoe 
that is unusually comfortable and unusually flattering. 

[TURN TO PAGE 38, PLEASE] 
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the Closed Toe Shoe 


Tailored Shoes Represent a Bigger Per- 


centage of Fall Stocks Than in Many, 


Years. Closed Toes on Wall Lasts Have 
Been Used in the Majority of These Shoes. 
What Problems Are Raised in Fitting Feet 


Used to the Freedom of Open Toe Shoes? 


by ELEANOR M. RUTLEDGE 


Fashion Editor 


The closed toe shoe on wall last is fitted in the 
correct size . .. probably a width larger and a half 
to a whole size longer than her open toe styles. 


Testing out the new shoes by standing and 
walking in them, your customer finds them as 
free and comfortable as her discarded Summer 
shoes. She also recognizes the fact that, thanks 
to the full, round, wall last and the clever use 
of trimming to foreshorten the vamp, her foot 
looks even smaller than in the open toe mode!. 


August 2, 1941 





PALL STYLE TRENDS FROM LOS ANGELES 


SILHOUETTES and colors in ready-to-wear shown dur- 
ing Los Angeles Market Week offer a clearly defined 
program for selling Fall and Winter shoes. New ideas 
in silhouettes, colors, surfaces and types coordinate 
closely with ready-to-wear styles. Keyed to national 
needs, women’s clothes for Fall offer variety and smart- 
ness without confusion or extravagance. 


DRESSY SHOE STYLES FOR EVERY WARDROBE 

The “after-five” shoe a must, the dressy brown a 
possible sale as well as the essential black. Although 
black far ahead in garment sales for this type frock 
and suit, brown best accent with most other colors sell- 
ing, also fur trims principally brown. Also many hats 
selling here very colorful which requires playing down 
the shoe. Dressy clothes say “yes” to open toes if and 
when clientéle wants them, although closed toes abso- 
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lutely right, dependent upon shoe pattern. Suede right - 
for dressy category, so are fabric insets and trims. 


BROWNS GROWING IN IMPORTANCE 

The tailored and daytime colors require brown shoes, 
the perfect complement to the variety of greens, tans, 
browns, natural, rose, greenish blues, rust, rose, etc. 
Types and colors approve the rightness of antique tones. 
Wine a right promotional accent only when and if care- 
fully interpreted, as is the case with other high style 
possibilities. 


SIMPLE TAILORED TYPES APPROVED 
The vast quantity of suits and tailored dresses and 
simple classic frocks agree with the rightness of low 


Boot and Shoe Recorder 





heels, walled lasts, British walking types, monks, ghil- 
lies, ties, brogues, pumps. Smooth leathers 100 per 
cent right for wear with the garments stores have 
bought. Sturdy in look, light in weight, fits into the 
picture. So do the polished leathers. These types of 
shoes must be augmented with the dressy types just 
as all orders note the dressy clothes, even in this mar- 
ket, fundamentally termed a sports market. 


SHOE DETAILS RIGHT WITH GARMENTS 

High fronts, U throats and plenty of V-lines (particu- 
larly today with the attention to V for Victory )—fore- 
shortened forepart, lowered sides—custom looking de- 
tails—all right with the greater amount of subtle yet 
dressy details, embroidery, appliqués, draping and fab- 
ric manipulation. 

So much for the shoes. Following are the leading 
trends in Fall ready-to-wear shown in the Los Angeles 
Market . . . trends to which the whole industry said 
“Yes.” The shoes approve these clothes and the Cali- 
fornia garment trade approves the selections of the 


shoe industry. 


THREE-QUARTER SLEEVES LIKED—bell, bishop, straight 
and loose sleeve casually pushed up or down. 


SHOULDER HANDLING INGENIOUS—generally rounded 
instead of completely sloping—many still retain some 
padding to help figure balance—no squared shoulders— 
details often give width. 


TUNICS AND PEPLUMS —each with certain following— 
some tunics in dressy and evening garments, also tunic 
suit jackets. Peplum effects selling in greater quantities 
than actual peplums, including ruffle, pocket or side 
peplums. 


FABRIC MANIPULATION INGENIOUS—with even staple 
materials dressed up by artful draping and piecing. 
Handwork look, cording, tucking, cutwork, appliqués— 
some of dress fabric. 


LITTLE ADDED ORNAMENTATION—principally gold but- 
tons, mostly with handmade look, gold nailheads— 
embroidery with braid or yarn, crocheting—beading, 
sequins and jewels—leather belts, some with studding, 
nailheads and unusual buckles—also fringe. 


HIPS SNUG FITTING—draped or smooth to give slender 
look from hips downward. Lowered waistline achieved 


through over-hip bodice and long body lines. 


OVER 5,000 BUYERS PURCHASING MORE THAN $2,000,000 

WORTH OF WOMEN'S APPAREL, AT ASSOCIATED APPAREL 

MANUFACTURERS’ MARKET WEEK, FURNISH IMPORTANT 
INDEX FOR COMING SEASON. 


Reported by 


CASUAL CLOTHES RANK FIRST but more attention paid 
to after-five o’clock dresses. Garments definitely func- 
tional. Attention given to specific clothes for outdoor 
and indoor life. 


DOLMAN SLEEVE HESITANCY —reaction of many buyers, 
with most’purchases in dolman effects, falling low from 
shoulder line, occasionally accented by inset bands. 


August 2, 194! 


KATE ARLENE GOLDSTEIN 


SOFT BULK ABOVE WAISTLINE—with fullness or drape 
or sports back above waistline. 


SKIRTS WITH SLIM LOOK —often with every kind of 
pleat and pleat inset—also controlled skirt flare giving 


slim line—little hemline interest. 
[TURN TO PAGE 36, PLEASE] 
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Abe L. Greenberg tells R. G. Fithian, Gerberich-Payne sales- 

man: “You know we always buy the best you can possibly 

make, and this looks like an extra good value as it stands. 

We can also use the same shoe made up with heavier oil treated 

soles and calfskin linings.” Mr. Fithian: O.K. We'll be glad 
to make them that way.” 


GREEN’S CHILDREN’S SHOE STORES were started 
in Los Angeles 18 years ago on these principles: 


Sales appeal to the great middie class. 
Good merchandising and always plenty of it. 


Proper fitting service, made possible through an “every 
size, every day" stock program 


An inherent liking of children and the children's shoe busi- 
ness. 


Friendly relations between the store and the public—the 
store's personnel guided entirely by the constant appli- 
cation of “The Golden Rule." This in reality is the corner 
stone of the business. 





ADHERENCE to these common sense rules during 
the past 18 years has enabled the business to expand 
to three stores—the original one in downtown Los 
Angeles, one in the Los Angeles Wilshire district and 
one in Pasadena. 


There are good fundamental reasons for directing the 
sales appeal to the middle class. There are more people 
in this class and they are willing to pay a fair price for 
dependable shoes, especially when the shoes are correctly 
fitted. People who buy cheap or price merchandise 


This boy wears a size 11 C. He needs and is being fitted 
to a good substantial school shoe. His pal has just 
bought a pair of the same type. Alexander Greenberg 
who is checking the fitting says, “You wear a man’s size, 
but your shoes are built for boys, on a boy’s last having 
boy’s styling and of leather that boys like.” 


seldom ever come back, except to complain, while repeat 
customers of long standing are made through good 
shoes. People often forget the price but always remem- 
ber where they were satisfactorily served to satisfac- 
tory goods. 

Since this business started, it has been the unalterable 
policy to stay within the confines of a children’s shoe 
business. Size is not the criterion of a children’s busi- 
ness, Sizes start with baby first steps and carry on to the 
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SUCCESSFUL 
CHILDREN'S 


BUSINESS 


Above: J. J. Swafford, shoe fitter:—“I bet those feel good.” 

Jimmy Swansen:—“Good? I could jump this high in them!” 

This is but a simple demonstration of the happiness and in- 

formality which pervades the three Green stores. In children 

as well as the parents, confidence is established without fanfare 
and taboos of old fashioned shoe selling. 


Operating a children's shoe store was what we 
talked about one Sunday morning at the home of 
Abe L. Greenberg in Beverly Hills, California. 
Present was Mr. Greenberg, the founder of the 
“Green Children Shoe Stores,” his son Alexander, 
and most happily, Mrs. Greenberg, for she is an 
important factor in the conduct of this business. 


H.R.T. 


Below: Another one of Green’s important customers who 
feels completely at ease in the store. A complete size 
and width range is carried by Green’s which will fit 
tots of this age. Green’s takes an equal interest in the 
problem that each fitting presents regardless of size. 





Wiru every new state of emergency pro- 
claimed by Washington, there is renewed 
talk of the need for more secrecy in 
handling plans for national and hemis- 
pheric defense. The argument is that in 
the interest of greater national security, 
the lid should be clamped down tighter 
on many sources of news. The Navy De- 
partment, for example, has suggested a 
self-imposed ban on photographing 
British ships coming into American ports 
for repairs. The President has warned 
against “pulling a Wheeler” and thereby 
releasing confidential information and 
placing American interests in jeopardy, 
as it is alleged that Senator Wheeler did 
when he announced “prematurely” that 
American forces planned to occupy Ice- 
land. 

The Administration reputedly is dis- 
turbed over other “leaks” which, it says, 
might have precipitated dangerous | in- 
cidents. Specifically, it is wondering if 
something couldn’t be done about the 
marine who, as a subscriber to his home- 
town paper, gave advance notification of 
an expected change of address to Ice- 
land. 


Even the Retailers Advisory Commit- 
tee has had something to say on the 
necessity for maintaining a discreet 
silence on some subjects. Afraid not of 
what a foreign power might do if it 
were given access to certain information, 
but instead fearful of what consumers in 
this country might do to themselves if 
they learn too much, the committee ex- 
presses concern that the congressional 
hearings on price-control legislation will 
stimulate new price increases at a time 
when they are under pledge to hold 
prices down. ; 
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The committee pledged its efforts to 
this end when Harriet Elliott was named 
consumers representative on the now-out- 
moded National Defense Advisory Com- 
mittee. Impliedly, it renewed its pledge 
when Leon Henderson was designated 
head of the Office of Price Administra- 
tion and Civilian Supply. Yet committee 
studies show that government policies, 
many of them widely publicized through 
highly organized and efficient publicity 
bureaus, have had the effect of driving 
prices upward. The report showed, too, 
that the activities of pressure groups out- 
side the government are upping prices. 

Congressional hearings on price - con- 
trol legislation, the committee believes, 
will emphasize threats of higher agricul- 
tural prices; create unjustified fears of 
shortages in consumer goods whereas the 
shortages are expected in durable goods; 
and give undue emphasis to demands be- 
ing made for higher wages, most of 
which have been met in industry after 


industry. 
_ * * 


FORMER NRA Administrator Hugh S. 
Johnson, who rakes the New Deal over 
the coals almost daily in his syndicated 
column, bluntly warns that wholesale di- 
version of too much material from ci- 
vilian to military use “threatens to crip- 
ple if not to ruin the institution of ‘small 
business’ in this country.” General John- 
son’s interest in small enterprise dates 
back to his pre-NRA days and, as a 
strong Administration supporter during 
the Blue Eagle era, he was the first New 





Free Speech 
And a Free Press 


“The assurance | would bring to the 
American Society of Newspaper. Editors, 
if it were possible for me to greet them in 
person, would be that free speech and a 

ress are still in the possession of the 
people of the United States. 

“Free speech is in undisputed possession 
of publishers and editors, of reporters and 
Washington correspondents; still in the 
possession of magazines, of motion pictures 
and of radio; still in the possession of the 
all means of intelligence, comment and 
criticism. So far as | am concerned it will 
remain there for that is where it belongs. 

“lt is important that it should remain 
there, for suppression of opinion and cen- 
sorship of news are among the mortal weap- 
ons that dictatorshios direct aqainst their 
own peoples and direct against the world. 
As far as | am concerned there will be no 
government control of news unless it will 
be of vital military information." 

—From President Roosevelt's letter to 
Tom ‘Wallace, president of the Amer- 
ican Society of Newspaper Editors, at 
the time of the society's annual con- 
vention in New York last April. 





Dealer to conceive the “field day” ap- 
proach to hear complaints from small 
business. 

The General charges that the “CS” in 
OPACS is being interpreted by Price 
Administrator Henderson to mean ci- 
vilian sacrifice and not civilian supply; 
and forecasts that popular resentment is 
certain to arise if “little business,” which 
he described as “the props of American 
economic life,” begins to fold up without 
any evidence of administrative concern 


to prevent it. 
ee oe 


INCLUDED in the list of 1800 Latin- 
American firms with whom United States 
companies are prohibited from doing 
business, except where licensed, and 
whose assets in this country have been 
frozen, are Jan Bata and South American 
Bata shoe corporations. The original 
blacklist, which is subject to deletions as 
well as additions, contained these names: 

Bata Shoe Co., Inc., of Panama City, 
Panama, and Port-au-Prince, Haiti; Jan 
Bata, Sao Paulo, Brazil; and “Casa 
Bata”, Soc. Manufacturera de Caucho 
Tejidoes y Catecu Ltda., Valparaiso, 
Chile. 

A check-up at the Commerce Depart- 
ment indicates that all known distribut- 
ing centers maintained by the Bata or- 
ganization in Latin-America are included 
on the list with the exception of one in 
Guatemala. The company reputedly was 
attempting to establish a branch in Peru 
under the name “Fabrica de Calzado” 
but Commerce Department reports fail 
to show whether this project ever mate- 
rialized. 

Other firms listed include many inter- 
nationally know companies, some of 
whom formerly were in countries outside 
Germany before the Nazis overran most 
of Europe. 

It’s all part of the Administration’s 
effort to curb the Nazi sphere of influ- 
ence in South America, although even 
the White House concedes that the black- 
list by itself may not have the desired 
effect in that direction. But other and 
presumably more effective measures are 
being planned. 

_ 


* 


Nazi inroads on Latin-American trade 
jolted business and government circles 
here a year ago when German companies 
solicited South American orders, prom- 
ised fall delivery, and backed up their 
promise by giving bonds. Delivery of 
the bulk of goods ordered has been 
blocked by British naval power, but the 
enterprising Germans turned to the es- 
tablishment of small plants to produce 
goods formerly supplied by Germany. 
Funds to finance such ventures may be 
effectively cut off by the blacklist. 
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A.H. ROSS & SONS CO. 


CHICAGO, ILLINOIS 


Boston 
St. Louis 
t-Loveys 
AW. Males Co. 


City 
New York 

Los Angeles 
A. J. & J. R. Cook 
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John Henricksen, left, owner of John’s Shoe Stores, and 
his son Henry, who has been connected with his father’s 
business for 14 years. 


THIRTY-FIVE YEARS JOHN HENRICKSEN HAS BEEN IN THIS COUN- 
TRY, AND ALL OF IT DEVOTED TO SHOES. HIS PRESENT BUSINESS 
REFLECTS THE SYSTEM OF AMERICAN ENTERPRISE 


JOHN HENRICKSEN, owner of John’s Shoe Store, 
Watsonville, Calif., started his career in the shoe indus- 
try many years ago in his native Denmark, working in 
a leather and shoe findings factory, before coming to 
America. Thirty-five years ago Mr. Henricksen, upon 
his arrival in America, located in Fresno, Calif., worked 
in a store for a short time, then opened his own store 
22 years ago in Newman, Calif. This was a repair shop 
also selling a few shoes. He stayed in this town for 
several years, then moved to Gustine, Calif., and opened 
another store, also a repair and shoe store. Seventeen 
years ago Mr. Henricksen decided he wanted to locate 


ina larger town, where he could increase his retail shoe 
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sales, and decided on Watsonville; this is when John’s 
Shoe Store was first established. The retail business was 
a success from the beginning, so the repair business was 
discontinued. 


Henry Henricksen, his son, was raised with a shoe 
horn in his hand, and has been active in the store since 
he could sit on a stool, 14 years in all. In addition there 
are also two salesmen. 

Mrs. Henricksen is the bookkeeper, thus keeping the 
entire family busy in the business. The store has never 
felt hard times. They have always given the public 
what it wanted—quality, proper fit and personal service. 
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To CREATE CUSTOMERS: ADD TO APPEARANCE 


To HOLD CUSTOMERS: ADD TO PERFORMANCE 


Celastic adds to the appearance of footwear by 
accurately reproducing from the last the lines 
which establish toe character. Shoes fashioned 
with Celastic become Matched Pairs. 


Celastic adds to shoe performance by creating 
a durable toe structure. With Celastic, the box is 
true to the last—trim and firm in the shoe. On 
the foot, the toe lining remains wrinkle-proof. This 
means greater comfort for the wearer and more 
satisfactory performance. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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OTHER PEOPLE’S 








“Retailers for Defense” 


Major Benjamin H. Namm, presi- 
dent of the Namm Store, Brooklyn, 
and chairman of “Retailers for De- 
fense” Week — slated for September 
15 to 20—recently said, in part: 

“Retailers have long pioneered for 
‘fair practice’ standards and for so- 
cial welfare. Witness the vigorous 
fight waged, collectively and individ- 
ually, against predatory price-cutting 
and misleading advertising. 

“Witness the militant campaign 
that has been carried on steadily for 
the past two years against unwar- 
ranted price increases, particularly 
against the vicious spirals caused by 
those ‘three bad buys’ of retailing, 
namely: panicky buys, speculative 
buys, and ‘blank check’ buys. 

“In my opinion the simple, educa- 
tional effect of this campaign has 
accomplished more than the passage 
of a dozen laws would have gained.” 

During the current .year, Major 
Namm continued, retailers must first 
define and then express “in language 
so clear that all may know and under- 
stand the Retailer’s role in National 
Defense.” 

He emphasized that it is not 
enough to merely serve the public, 
for we “must tell them what we are 
doing and why—we must render an 
account of our stewardship.” 

“Some reference to ‘Retailers for 
Defense’ should be made in every ad- 
vertisement carried by the various 
stores during that week. Either in the 
‘ear’ of the advertisement or at the 
top or bottom of the advertisement. 
“It is hoped that every store will 
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IDEAS 


by JOHN F. W. ANDERSON 






carry a number of institutional ad- 
vertisements during the ‘Retailers for 
Defense’ week, illustrating the part 
that retailing in general, or that store 
in particular, is playing in the na- 
tional defense program. 

* * 7 


Can You Beat This One? 


Down on 14th Street, New York, we 
saw a SALE sign the other day that 
must be the SALE sign to end all 
SALE signs. Six feet wide by four 
feet high, fire engine red letters on a 
white background, the sign hung be- 
tween the windows and over the en- 








FORECAST SHOES 


tie up the news in a 


Bon 


Look at them—those are new bows for you. They're last-word 
for the dark mudsummer clothes you suddenly want to g:t into at 
ence. You can bet if they're Kawimann's Forecast, they're 

a sure thing for fall! Only at Kaulmana’s. Fifth for. 


Heft. Accordion Bow. Black or brown sofucs call, mid heel. 1275 
center. Berrewhol: Bow Black a brows ruade. maduey bel IRIE 


fight. Apron Suthowrtia Bow Blick ox brows vaade, high bec! 1375 


The first bow to the bow—by 
Kaufmann’s of Pittsburgh. 




















trance to the store. It is one of the 
few times that we have seen a large 
sign hung in this conspicuous spot in 
front of the store and we must say 
that you can’t miss it. 
* * * 
Strong Action 

ON THIS BULLETIN BOARD 
THIRTY (30) DAYS FROM TO- 
DAY WILL APPEAR THE NAMES 
OF ALL PERSONS WHO ARE IN- 
DEBTED TO ME FOR ONE YEAR 
OR MORE AND WHO, AFTER RE- 
PEATED REQUESTS, REFUSED 
TO PAY. EVERY PERSON WHOSE 
NAME WILL APPEAR HERE HAS 
HAD THIRTY (30) DAYS NO- 
TICE, BY REGISTERED MAIL, OF 
MY INTENTION TO POST HIS 
NAME. 

The above sign appeared recently 
on a twenty-foot-wide billboard in the 
city of Monongahela, Pa. The grocer 
who used it reports that “many paid 
immediately and others made pay- 
ments on accounts.” Strong action— 
but-maybe some shoe customers need 
et 
uw! ae 


The Proper Shoe for Every 
Child 


A popular Brooklyn, N. Y., depart- 
ment store, doing an excellent mer- 
chandising job in children’s shoes, 
has developed an effective display to 
educate mothers as to the proper 
shoes to be worn by their children at 
different ages. 

Four pyramid displays are spaced 
across the front of the department 
grouping the shoes to be worn by a 
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IDEA 


O. P. Ideator—“I'd like to hear about this coop- 
erative venture you have with twenty-five other mer- 
chants to meet the new families that move into your 
community.” 


Mr. Robert H. Johnston—“And that plan is some- 
thing te talk about. Briefly, here it is: a lady with a 
charming personality calls on all the new families 
that move into this section, has a pleasant visit with 
them and presents each with a book. This book is 
something to write home about. It is attractively got- 
ten up, letterhead size, with the name of the family 
printed (not written) on the cover together with a 
word of welcome. Then comes a letter of welcome 
from the chamber of commerce, the honorary mayor 
and the hostess herself.” 


O. P. Ideator—“Very interesting so far.” 


Mr. Johnston—“Then follows the twenty-five letters 
from the merchants and businessmen supporting the 
plan, each on the firm’s own stationery. My letter 
gives the newcomer an idea of our store and its ser- 
vices. It is addressed to the lady of the house. She 
is invited down to the store, and to see that she comes, 
a gift certificate is attached. This entitles the woman 
to a free foot exerciser.” 


O. P. Ideator—“I suppose that you first try to get 
her to come in for a get-acquainted visit?” 


Mr. Johnston—-“That’s right, and with approxi- 
mately twenty-five presents available at twenty-five 
firms, a round of visits can be quite profitable. If it 
were just this one shoe store offering a gift, the new- 


WE MEET THE BEST PEOPLE 
(Robert H. Johnston Shoe Store, North Hollywood, Calif.) 


comer might overlook it, but not such a windfall. Re- 
sults certainly bear this out, too.” 


O. P. Ideator—“Do you suppose that the new ar- 
rival remembers the book or throws it in the waste 
basket after glancing at it?” 

Mr. Johnston—“The new resident keeps the book— 
you can be sure of that. And here’s the reason why. 
It contains all the handy things the family needs to 
know about the community right away—location of 
churches, schools, public buildings, utilities, doctors, 
dentists, etc. It gives the bus time table and location 
of bus stops. Anyone would be crazy to throw away 
such a valuable book.” 


O. P. Ideator—“You have made it valuable by do- 
ing a service te the newcomer and not just to your- 
self.” 


Mr. Johnston—“It is obvious that only the best 
firms in town will touch a plan like this. This places 
our store in fine company. From the beginning the 
newcomer will logically class our store among the 
top-notch businesses in town.” 

O. P. Ideator—“May I ask, is such a plan expen- 
sive?” 

Mr. Johnston—“No. Right now some 100 or more 
families move into the community each month. That 
many families, most of them with money or earning 
good salaries, are worth getting hold of early in the 
game. That is the feeling of our store and those in 
other fields cooperating in the plan.” 

O. P. Ideator—“Many thanks for such a useful 
visit.” 











child in its progressive stages from 
infancy to adolescence. The displays 
are arranged to explain the styles 
and types and sizes available to the 
child as it grows. In fact, for all 
practical purposes, a mother can 
stand before these displays, and with 
her child’s age in mind, determine 
which style and type of shoe her child 
should be wearing. Then, all she 
needs to do is have the salesman pick 
out the correct size. 
* * * 
New Customers from Old 


A Texas shoe store has worked out 
an excellent plan to secure introduc- 
tions to new customers—from old. 

Four weeks after a customer has 
opened up an account, a letter is sent 
offering her a credit on her account 
of ten per cent of the initial purchase 
for any new customer she sends to the 
store. Introduction cards are enclosed 
with the letter, one side to be filled 
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out by the present customer and the 
other side containing the name of the 
new customer being introduced. The 
customer is assured that her friend 
will receive better than average treat- 


ment. 
* * * 


There’s Good Business in 
Findings 

The Women’s shoe department of 
the Joslin Dry Goods Co., Denver, has 
increased findings sales 45 per cent 
in the past six months by requiring 
that every salesman bring out some 
one findings item every time he shows 
a customer a pair of shoes. 

Until recently, the shoe department 
had never gone after the findings bus- 
iness in a systematic way. But when 
L. E. O’Brien became buyer, he 
adopted the iron-clad rule that every 
customer entering the department 
must be shown some one findings 


item. The rest he left up to the 
discretion of the individual salesman. 
The salesman can show laces, polishes, 
or anything they think a particular 
customer will be mostly likely to buy 
but the rule of the store is that the 
salesman must bring out an item with 
every pair of shoes from stock. 

Much the same principle has 
brought a decided increase in sales 
of overshoes and slippers during the 
winter months. Since findings are 
suggested first, it was found that it 
isn’t practical to put too much em- 
phasis on the additional slipper or 
overshoe item. But by simply placing 
one of these extra sale items on the 
chair next to the customer, a subtle 
and effective suggestion is made. If 
the customer reaches over and picks 
up the slipper or overshoe a verbal 
suggestion is made, otherwise the 
salesman “holds his peace.” 





Paris Correspondent Keturns .. . 


Back in This Country After More Than 11 

Months in Nazi-Held Paris, Alice Maxwell Appo, 

Paris Correspondent for Many Years for Boot 

and Shoe Recorder, Associated Press Writer 

and Well-Known Authority on French Fashions, 

Has Much to Say About Life in Paris and the 
Fashion Business. 


by ELEANOR M. RUTLEDGE 


‘ 


EDITOR'S NOTE: This article is based upon ar interview 
with Mrs. Appo, following her arrival in New York on the 
Excambion from Portugal. 


LAST but one of the women correspondents to leave 
Paris, Mrs. Appo would undoubtedly still be sending 
over her regular monthly fashion information to Boot 
AND SHOE RECORDER readers, if the German authorities 
had not closed down on all but newspaper correspon- 
dents in Paris. Up until the last possible minute, Mrs. 
Appo had continued to send her articles to the RECORDER. 
The headings of the last three tell their own story of the 
spirit and courage of the Paris fashion industry and 
of Mrs. Appo. “No War Fashions in New Paris Col- 
lections” . . . Boor anp SHOE Recorper, March 23, 
1940; “Paris Styles Undimmed By War,” RecorpER 
issue of April 27, 1940; “Paris Collections Make Brave 
Showing,” Recorper, May 25, 1940. And then silence, 
until, last week, Mrs. Appo herself walked into our New 
York editorial offices. 

Calm and poised and looking as though she had just 
stepped off the Rue de la Paix of peace time days or 
had never left Fifth Avenue, she gave us her story. Left 
Paris May 22. Arrived New York July 9. The interval 
of over a month spent chiefly in Lisbon, waiting for a 
sailing. The crossing on the American Line S. S. Ex- 
cambion was slow . . . 11 days . . . and the boat crowded 
with many refugees. 

Her story of Paris during the past year is a story of 
food and fuel- shortages; of automobileless streets, 
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ALICE MAXWELL APPO 


strangely quiet and charming with only the passing of 
a sulky or a pony cart or the tinkle of a bicycle bell to 
break the stillness. Even busy doctors are compelled to 
use bicycles going to and from the American Hospital 
at Neuilly and the many quarters of Paris. Gas is 
almost at a premium for everybody but the Germans 
and their powerful, expensive cars. Many people . . . 
herself included . . . walked everywhere, Mrs. Appo 
added, with a vivid recollection of many weary treks 
across the far-flung city. 

As to Paris fashions, Mrs. Appo had plenty té say. 
Contrary to all our expectations, French designers are 
doing more beautiful work than ever. Strict rationing 
. . . due to shortage of materials . . . is leading to in- 
creased inventiveness. This trend is especially con- 
spicuous in shoe designing. New shoes are among the 
very precious commodities in Paris these days. Sole 
leather has all been taken by the Germans and upper 
leather is almost as hard to get. So soles are now 
frankly made of wood . . . usually lacquered . . . and 
cork. Occasionally, a very dressy shoe may have a sole 
of a synthetic material. Uppers are of felt . . . hat felt is 
being used . . . and of straw and dress fabrics, often 
lacquered. (For a fuller story on shoes, see the August 9 
issue of Boot AND SHOE RECORDER. ) 

The same inventiveness has not been taxed so severely 
in ready-to-wear. Although wool is becoming scarce and 
so are other fabrics, lovely materials are still available 

[TURN TO PAGE 39, PLEASE] 
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Career Man in Shoe Retailing 


[CONTINUED FROM PAGE 19] 


northbound three o’clock, which drops 
mail off at the camp. The officer would 
have his shoes by five the same day, un- 
less he ordered in the afternoon. Then 
he’d have to wait a day for delivery.” 

“That would be too bad,” Jack 
laughed. “Got it all worked out. When 
you go to camp, don’t forget we expect 
you to advertise the store.” 

A sigh answered him. Ed had been 
stewing about that possibility. He was 
just beginning to learn the shoe busi- 
ness. Further, he was gradually learn- 
ing what Mytown wanted from a shoe 
store. Jack would run the store all 
right; it wasn’t that. But Ed hated 
to interrupt his own training. 

“You can read the trade papers and 
keep up while you’re at camp,” Jack 
read his thoughts. “The town will have 
a lot more respect for you if you do 
your part. The reason they don’t like 
Hughson so well is because he wiggled 
out of the last one when the rest of the 
boys went. And daughter’ll give me a 
hand here at the store, so don’t worry.” 

Ed was relieved. It might be a num- 
ber of months before he was drafted. 
Or it might be weeks. When the draft 
notice came, the town would enjoy Jack 
Perkins running the store in competi- 
tion to Hughson, who had fired him for 
age. And the thought of the lovely 
blonde organist of the Community 
Church, Jack’s daughter, being his as- 
sistant in the store gave Ed a warm 
tingle. The girl knew shoes, having 
heard nothing but shoes since she was 
a baby. 

“Business’ll be so good it would prob- 
ably pay me to stay away,” Ed ad- 
mitted. “We'll have to work out this 
advertising better though. It’s all right 
to use the mats for cuts of the shoes, 
but I like the copy tied down to Mytown, 
the way Hughson’s ads have been writ- 
ten lately. This one about the glass- 
works is fine. How long the plant’s 
been here, how many men it employs 
and how many pairs of shoes they buy 
a year. BUY IN MYTOWN AND 
HELP YOURSELF TO BETTER 
BUSINESS .is a good idea. Every dol- 
lar spent here turns over five times a 
day on Fridays, six time on Saturdays, 
the Round Table Club figured out. 
Somebody is applying that to Hugh- 
son’s campaign. We’ll havea hard time 
to top it.” 

“I tell you there’s a catch in it some- 
where,” Jack sniffed. “Hughson never 
pays for anything like that; it’s too 
intelligent.” 

Just then Dr. Breen’s serene face 
appeared in the doorway. Both men 
greeted the pastor of the Community 
Church with surprise. It was early for 
him to lay his work aside for visiting. 
But this was more than a visit—it was 
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an urgent request for immediate co- 
operation. Someone was starting a new 
factory a mile out of town; men were 
to be brought in by truck, three hun- 
dred of them. “Three hundred more 
are to arrive Friday. We all know the 
town’s full; no vacant houses anywhere. 
I found out about this by the merest 
ehance. Ed, the Round Table Club 
meets this noon. I want you to get them 
busy and find places for all these men 
before quitting time tonight.” 
Ed’s mind leaped ahead. It would be 
a week before the men would be paid. 
They’d have to be fed that week as well 
as housed. But if the club arranged for 
those men to be placed in homes, it 
would save Mytown a black eye and 
actually provide a business boom in the 
long run, for the men would spend their 
pay in Mytown. He could stake the 
workers fo whatever shoes they needed 
and the other merchants would carry 
them for work clothes, he knew. _Five 
[TURN TO PAGE 40, PLEASE] 








Early Promotion of 
Dark Shoes 


Maughty nubian 


LEE, new pump 
in Café Bleck! 


Ulera femimine for your after-dark life, and 
fashionable daytume-dining Suede, sieekly 
hand-sculprured by a master of foor fiatvery A 
butterfly bow side-slipped frivolously. Heels 
imcriguingly high. Pleary of lookfure for 13°75 
Also comes om brow and bine 


LAVALLE BOE AT ROSISORNS EXCLUSIVELY Om LO8 ANCE 


Women's Shoes - Third Floor 


J. W. Robinson Company, Los Angeles, 
featured an early promotion of dark 
dressy types recently. The ad above 
presents “Cafe Biack" in an interesting 
fashion, dramatizing the shoe and mak- 
ing it the most important part of the 
ad. Note the persuasive character of 

the copy. 








A. M. KOSSACK 


MANAGER 


HEALTH SPOT SHOE SHOP 
239 DELAWARE 
BUFFALO 


Like many others who are now 
successfully operating Health 
Spot Shoe Shops, Mr. Kossack 
had never sold Health Spot 
Shoes; however, he had to his 
credit many years of retail shoe 
selling. 


His success in keeping the vol- 
ume at the Buffalo store on a 
steady upgrade, can be traced 
to this past experience, com- 
bined with hard work and seri- 
ous application. 


MEN WANTED 


There is a wonderful opportuni- 
ty in Health Spot Shoe Shops 
for men between 40 and 55 who 
have a lot of retail shoe selling 
experience. 


You may now be operating a 
shoe store or acting as manager 
or assistant manager for a 
group of stores. This may be 
the opportunity you have been 
waiting for. 


You do not have.to make any 
investment to operate a Health 
Spot Shoe Shop. Income is de- 
rived from a regular salary and 
a liberal share of the profits. 


We want experienced men who 
have the ability to make an 
effective presentation. If you 
feel that you have the desired 
qualifications, send for an ap- 
plication blank today! 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 











GOLD ano SILVER KID 
ee 


is the classic leather, the elegant leather, for gala, after-hours, foot fashions. The 

loveliest shoes, designed to complement the new cafe dresses, formalized waltzing ~ 

gowns, dinner-at-home dresses, are made of American-developed GOLD and SILVER 
KID. STERLING DIVISION’S GOLD and SILVER KID is used not only for 
ankle strap types, Grecian sandals, clogs, D’Orsays, but for bags, trimming 


on accessories and ready to wear. 


STERLING DIVISION 


Fourth and Monroe Streets, Wilmington, Delaware 
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Rubber Control Relaxed to Aid Small Firms 





OPM Amends Order Imposing Priority Control to Avoid Un- 
employment and to Prevent Hardship for Small Manufacturers 


WASHINGTON, D. C.—Rubber plays 
such an important part in footgear that 
shortages produced by the World War 
and Far East situation have an impor- 
tant bearing on future retail sales. 
Whether the Winter is mild or severe 
has nothing to do with the case. There 
is to be an automatic reduction, so that 
by December consumption will be 80 
per cent of that of a year ago. 

Although the preparation of new, 
imported rubber used in galoshes, heels, 
soles and footgear is small in ratio to 
the greater markets of tires, etc., yet 
it is vital to have that new rubber to 
mix with reclaim. 

Here’s the official statement from the 
Division of Priorities, Office of Produc- 
tion Management: 


OFFICE OF PRODUCTION 
MANAGEMENT 
Division of Priorities 

“To avoid sudden unemployment and 
to make other adjustments deemed de- 
sirable to prevent hardship for small 
processors, E. R. Stettinius, Jr., Direc- 
tor of Priorities, announced, July 28, 
1941, several changes in the order im- 
posing. priority control over rubber. 

“About 144 large processors, repre- 
senting about 90 per cent of the total 
consumption, were informed that no 
changes are being made in their cases 
and that they must comply with the 
terms of the order requiring consump- 
tion cuts for August. 

“About 247 firms, which consumed 
less than 10 tons a month during the 
twelve month base period ending 
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March, 1941, were informed that they 
need not observe the stipulated cuts in 
their case, provided that they do not 
consume more than 10 tons of rubber 
in that month. 

“About 86 other firms were sent tele- 
grams giving them special adjustments 
for August. Most of these firms are 
engaged largeiy on defense work. 

“The rubber order is designed to cut 
the consumption of rubber from the 
rate of about 817,000 tons (during the 
early part of the year) to a rate of 
about 600,000 tons for the last half 
of the year. 

“June consumption of rubber was 
ebove 84,000 tons. In July, because of 
the operations of the order, consumption 
was cut to about 67,000 tons. Average 
monthly consumption during the base 
period—April, 1940, to March, 1941— 
was about 57,000 tons. 

“The order is designed to cut rubber 
consumption to 50,000 tons a month by 
December. 

“The original order set up a formula 
under which consumers of crude rubber 
are required to cut their monthly con- 
sumption to certain percentages of the 
amounts they processed during the base 
period.” 


N. E. Firms Supply Half 
Of Military Footwear 


Boston, Mass.—During the first six 
months of this year, according to an 
analysis prepared by the New England 
Shoe and Leather Association, com- 
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bined purhcases of Army and Navy 
footwear have reached a total of ap- 
proximately 6,000,000 pairs, of which 
3,000,000 pairs—or 50 per cent—have 
been or are now being made by 29 New 
England manufacturers. The total 
value of the awards granted New En- 
gland manufacturers was approxi- 
mately $11,125,000 out of a grand total 
value of over $22,037,000 for the coun- 
try as a whole. 

During the year 1940, New England 
shoe manufacturers received military 
shoe awards totaling over 2,764,303 
pairs valued at $9,072,502; whereas the 
total U. S. awards were 7,131,543 pairs, 
or at a ratio of 39 per cent. 

Massachusetts shoe manufacturers 
received 84 per cent of the total New 
England contracts during the first six 
months of 1941, as can be seen from the 
following table: 


Amount Pair Value 


. . + 2,645,046 $4.56 $9,357,566.01 
210,444 5.39 803,633.16 
299,826 3.23 964,356.90 


Massachusetts 
Maine 
New Hampshire ... 


New England .. ..3,155,316 $4.39 $11,125,556.0 
United States ..... 6,273,776 $3.71 $22,036,882.3 


” 
‘ 
* 
‘ 


Chicago Travelers 
Plan Picnic, Barbecue 


Cuicaco—The fourth annual picnic 
of the Chicago Shoe Travelers Associa- 
tion will be held August 23, it was an- 
nounced during the regular monthly 
shoe show held July 21 and 22 at the 
Hotel Morrison. The event will take 
place at the estate and gardens of 
George M. Groves, head of Groves Shoe 
Co., and will consist of a corn roast 
and barbecue. There will be a ball 
game, a horse shoe pitching contest, 
and other events. A crowd of well over 
100 usually attends. 
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Fall Style Trends from Los Angeles 


[CONTINUED FROM PAGE 23] 


YOKE ATTENTION EVERY- 
WHERE—with yoke treatments varied, 
some worked into sleeves, some half 
yokes. 


POCKETS UNUSUAL — much at- 
tention to new lines on pockets, both big 
and little, mostly on dress bodices, some 
young coats with pouch pockets. 


LITTLE MILITARY INFLUENCE 
—throughout market, with most strik- 
ing military treatment a dress with 
Sam Browne leather belt and shoulder 
strap. 

LESS COLORS AND FEWER 
SAMPLES shown by most houses to 
simplify purchases—with fewer fabrics 
available—attention given to repeating 
success patterns, no matter how old, 
adding new touches. 


COLORS SELLING THROUGHOUT 
MARKET —Greens very important, 
from yellowish through vivid Kelly to 
forest tones—browns from light sherry 
and rusty tan to not-very-dark browns 
with reddish cast — blues from light 
through medium — much red — black, 
small percentage except in afternoon 
and evening garments were well ac- 
cepted. Exciting contrasts with second 
and sometimes third color in front or 
back panel, sleeves or insets at dolman 
sleeve line, occasionally tone-on-tone 
used. In young garments such contrasts 
as yellow with black, browns with 
bieges, reds with greens. 

In pastels soft grayed colors selling 
—rose quartz, grey blue, gold, pinkish 
tan——natural very big in all sports 
lines. Plaids in dresses, coats and suits 
indisputable success, in all price ranges 
—such combinations as two shades of 
blue and brown, rust with beige and 
brown, several shades of one color, 
blue with light gray and red, wine 
and purple in many combinations— 
some borders with plaids, picking up 
lead color. Camel’s hair color big suc- 
cess in all coat lines. 

Evening garment colors approved by 
sales include all shades of green, blues 
from pastel through bright blue, flame 
red, cyclamen tones—black and white, 
as always, enjoy good business. 

Viola Dimmitt’s records show black 
first in evening frocks, followed by blue, 
lettuce type green and red. In wools 
her sales show pastels, browns, tans, 
little coppery rust, natural. In silks 
medium gray blue, new teal, darkish 
green all selling equal to black. Jrene 
Bury’s orders indicate in wools, blue, 
warm tan, green, followed by bright 
red, some natural, purple keeping up. 
In silks black, red, gold, green with 
yellow cast, in that order. 

Patricia Perkins in daytime dresses 
has preferences for bronze green, red, 
soldier blue, gold, cocoa in daytime 
clothes. For evening attire, blues are 
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first, followed by greens, red, cyclamen 
tones, black and white. Marjorie Mont- 
gomery Lutz in her fireside fashions 
has commitments for such combinations 
as blue, red and green; red, gold and 
black; pink and wine; blue and copen- 
hagen, also green, black and white. 
Addie Masters at home pajamas and 
robes received order approval for lime 
with melon, royal or flame, also powder 
blue with melon; green, bronze with 
flamingo; royal, bronze with flame. 


CASUAL GARMENTS OUTSTANDING 


Principally one-piece dresses—deep 
armholes, occasionally accented by one 
or two colors or tone-on-tone—sports 
backs and full bodices—some skirt full- 
ness, yet slim look. Contrast panels, 
saddle and cross stitching, self-fabric 
treatments with handwork look. Many 
dresses with jackets, for promotion be- 
fore cold weather. Sheer wools, jerseys, 
corduroys, wool look even to rayons, 
rabbit’s hair fabrics. Many yokes, un- 
usual pockets, three-quarter sleeves, 
peplum effects, inset belts. Knitwear 
growing. 


Agnes Barrett reports a leader in 
black jersey with gay plaid skirt, also 
black jersey with flowers embroidered 
on neckline and hemline. Cole selling 
group of suedes combined with tweed 
and plaid, the vest with suede front, 
with the matching suede shoes also by 
Cole. 

Collegiate types scoring are peasant 
themes, dirndls, much embroidery, 
boleros, middy fit with moulded torso, 
jerkin tops, jumper styles, sweaters 
big, long sleeved plunge neck shirts and 
regular tailored shirtwaists on all sales 
—slacks retaining power, slacks sold 
with matching skirts, coats and shorts, 
all interchangeable—sleeveless mechan- 
ie’s suit in slacks—-mannish styling 
liked. 


SUITS CLASSIC, COATS VARIED 


Suit jackets 25 to 27 inches, lowered 
waistlines, often with seams specially 
poised to give slender appearance, 
skirts with pleats or fullness all with 
slim look. One, two, three buttons, some 
up front. Some dressy suits with tunic 
jackets and fur trims. Typical Cali- 
fornia tailored suits best sellers. 

Coats selected note approval of vari- 
ety—boxy types, reefers, wrap-arounds, 
many interpretations of dressy modes. 
Even boxy types have slim look, often 





His Foot’s as Broad as It’s Long 


Stanley Ross, often seen on the screen as a very small man, has a foot as broad 
as it is long, requiring size 1 EEE. Here we find him trying on some custom made 
shoes with John Bradley, proprietor of a men's shoe store on Hollywood Boule- 


vard, looking on, while manager Ralph Price does the fitting. 
about the fit, material and workmanship of his shoes. 


Ross is very fussy 
Strangely, this little fellow 


always wears a heavy shoe. These he has just acquired are made of heavy Cretan, 
both in black and brown, have double soles and are made on a full brogue pattern. 
The next time you see a little guy, a scant four feet, doing some character work on 


the screen, the chances are it will be Stanley Ross. 


Often he is teamed up with 


a local young giant whose eight and a half feet in height make an excellent foil 
for Ross's shortness. 
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with deeper armholes set in or with 
raglan fronts, or modified dolman 
sleeve. Many sports coats fur-trimmed, 
principally with light furs. Reefers 
often with backs belted like officers’ 
coats. Camel’s hair sports styles con- 
tinue leaders. 

Dressy coats with fullness above 
waist, snug hiplines, occasionally tie 
belt in front, inset belts, deep armholes, 
every so often pleats, sometimes yokes 
on shoulders and hips— attention to 
pockets — many fur trimmed — panels 
and tuxedo fur trims. 

Country Club sales survey shows blue 
and brown plaid leads with tan and 
brown style. Camel’s hair coats im- 
portant here. Three-piece suits with 
boxy little boy coats chalked up orders 
——as did wrap-around coat with dolman 
sleeves—best skirt with kick pleat in 
front and back. 

Breitstein accounts agreed upon 
27%-inch jackets, boxy and fitted coats 
in equal quantities, three-piece suits. 
Plaids generally accepted, a favorite 
three-piece combination plaid coat, 
checked jacket and plain skirt. Olive 
green, beige, blue, brown and red sell- 
ing her, along with a little black. 

AFTERNOON DRESSES SUIT- 
ABLE FOR COCKTAIL HOUR en- 
thusiastically accepted—fabric ‘manip- 
ulation creativeley accomplished, often 
with draping—dolman sleeves, tunics, 
peplums, tiers, snug hiplines—yokes of 
sheer marquisette or net, often em- 
broidered with beads or sequins or ap- 
pliquéd with cutouts—ornamentation in 
form of embroidery or appliqués, gold 
or colorful—some fringe. Also fur- 
trimmed jackets on dressy frocks. 

Viola Dimmitt‘'s “two-timing tunic,” 
a dinner dress right for cocktails, with 
its lower skirt zipped out, readily ac- 
cepted. Peggy Hunt successes include 
frocks with draping on bodice and 
skirt and a three-tier fringe bit of 
artistry. 


CONVERTIBLE EVENING-DINNER 
DRESSES 


Jackets preferred over strict formals 
to make them convertible for dinner 
dresses—many dinner dresses with 
sleeves—artful fabric manipulation 
and draping—slim silhouette liked— 
tunics and peplums—some fringe— 
beading, embroidery, studs and nail- 
head, appliqués, braid and much gold. 
Tailored shirtwaist influence approved 
—some flowing full-length capes over 
slim frocks—attention to midriff. 

Patricia Perkins won favor with 
tunics, jewelled midriff, dolman and 
softly draped shoulders. Black chiffon 
formal with gold rick rack trim and 
white jersey, with embroidered red 
jacket two sales victors. 

At Home evening fashions selected 
at Addie Masters in startling color 
combinations, dolman_ sleeves, also 
dressy pajamas that look like robes— 
of wool jersey, canton faille and wool 
with rayon. Marjorie Montgomery 
Lutz’s fireside fashions for at-home eve- 
nings or after-ski wear one of new 
notes, all mid-calf length, with match- 
ing caps and shoes. 
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IRE-ETTES 


Give Yous 


HOSIERY DEPARTMENT 


Be yy 7am 


In most shoe stores, the hosiery department is like a neglected 
step-child. Why not give yours a real chance? It can bring you 
attractive profits. 


Can’t you imagine the glamour and allure that ALLURE-ETTES 
bring to a show window or counter? Amazing “stopping” value, 
an irresistible, exotic appeal and a loveliness that accentuates dollar 
values, are assured with ALLURE-ETTES. 


Can you think of a more striking display than these beautifully 
stockinged ALLURE-ETTES set in a showing of men’s or women’s 
shoes? ALLURE-ETTES are a big value at a reasonable price. 
Lightweight, resilient and beautifully modeled, they are an eco- 
aomical investment that gives long service. Available in the three 
exclusive Fairy Form effects — GLAMOUR-GLO, NEUTRA- 
TONE and TRANSPARENT. 


Our new catalog shows the complete Fairy Form 
line. Write for your copy today. 
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STEEL TOE ; 
SAFETY SHOES 
and 
POPULAR PRICED 
WORK SHOES 


Carried in Stock 
GOODWILL SHOE 


ANY 
Holliston, Massachusetts 








UNION 
MADE 





Oe 
| 


Innersoles 





When the feet demand some air, 
The porous texture puts it there. 
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Custom Built Shoes 
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SHOES FOR SHORTER MEN 
ES THEM 
OVER ONE INCH TALLER 
THEY LOOK LIKE OTHER SHOES 


TO RETAIL PROFITABLY AT 
$12.50 UP 


Benched by O. T. Cole 
COLE ROOD & HAAN CO. 
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Fitting the Closed Toe Shoe 


[CONTINUED FROM PAGE 20] 


So, take your measuring stick in hand, 
when you have a customer come in for 
a pair of closed toe shoes, and give her 
the size she should wear if she is to be 
properly fitted. She’ll like them, if you 
sell her the right idea about them. 

And don’t fit them short. Feet have 
expanded through open toes and Sum- 
mer freedom and closed fronts present 
a fitting problem of first importance in 
September. ‘ 
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Honored for Civic Leadership 


CoLumBus, On1I0—Herbert N. Lape, 
Sr., of Julian & Kokenge Company, was 
honored recently at an outing of the 
bosses of members of the Junior Cham- 
ber of Commerce of Columbus. Mr. 
Lape was cited as the outstanding cit- 
izen of Columbus for last year on the 
basis of civic leadership. 

The outing, called “Boss Day,” was 
held at the Scioto Country Club. A 
banquet was one of the highlights of 
the outing, climaxing a day on the golf 
links. 


Price Ceilings for 
Coast Calfskins 


WASHINGTON — Marketing practices 
of suppliers and dealers in Pacific Coast 
calfskins will be recognized in special 
ceiling prices applicable to calfskins 
originating in that area, it has been 
announced by OPACS Administrator 
Leon Henderson. 

A definite supplement to Price Sched- 
ule No. 9 (hides, kips and calfskins) 
will follow conferences with buyers and 
sellers of Pacific Coast skins. In the 
meanwhile, the following maximum 
prices will apply to Pacific Coast calf- 
skins (all f.o.b. shipping points): Pa- 
cific coast (13 to 15 pounds) 23% cents 
per pound; Pacific coast (6 to 13 
pounds) 26 cents per pound; and Pa- 
cific coast (less than 6 pounds) $1.25 
per skin. 

These maximum prices make due 
allowance for freight charges from the 
West coast and the special short trim 
used on calfskins taken off in that area. 
Pending final adjustment of the sched- 











MRS. DAY'S IDEAL BABY SHOE CO. 
DANVERS, MASS. 




















NP WRITE FOR CATALOG 


ule, compliance with the maximum 
prices set forth above will be treated 
by OPACS as compliance with Price 
Schedule No. 9. The term Pacific coast 
calfskins refers to skins weighing 15 
pounds or less and trimmed short in ac- 
cordance with established practice on 
the West coast. Kips and calfskins 
originating in the Pacific coast area, 
but not short trimmed, must conform 
to the price maxims established in the 
schedule for packer Kips and Chicago 
city calfskins, respectively. 











Pittsburgh Shoe Men at Tri-State Mart 


Pittsburgh, Pa.—Pittsburgh shoe men were “there with bells on" at the recent 
Tri-State Shoe Mart held in that city. The photo above shows a group of them. 
Left to right: Lewis Manheim, vice-president of the Pennsylvania Shoe Travelers’ 
Association; G. Yorkin, second vice-president of the association and a representa- 
tive of Red Cross Shoe Co.; Dan Posk, secretary of the Pittsburgh Shoe Retailers’ 
Association; Phil Landish, director of the convention; Sam Levine, owner of Pari- 
sian Shoe Shop and director of Pittsburgh Shoe Retailers’ Association; Al Schmidt, 
chairman of the board of directors of the retail association; Harry Ritter, of 
Ritter & Morrison; Joe Yorkin, director of the travelers’ association; George 
Hutchins, president of the travelers’ association. 
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Paris Correspondent Returns 


[CONTINUED FROM PAGE 32] 


from some of the great fabric houses. 
The number of models shown in the 
Spring and Summer collections has been 
greatly reduced, but the actual styles 
shown are what would have been the 
cream of the larger collections of two 
years ago. About 75 models were 
shown by the members of the Chambre 
Syndicale in the collections at the end 
of February. The Summer collections, 
viewed by our correspondent at the end 
of April and the beginning of May, 
were very small ... only about 25 
from each couturier . . . but these, said 
Mrs. Appo, were very lovely. The 
trends are very feminine, graceful and 
pretty. Even the tailored clothes show 
this influence. There are beautiful tail- 
ored suits, trimmed with pipings and 
braids. Marchel Rochas showed some 
lovely ones. 

With Lucien Lelong as its president, 
the Chambre Syndicale de la Couture, 
carries on with most of its leading mem- 
bers still participating. Lelong him- 
self, Patou, Robert Piguet, Lanvin, 
Maggy Rouff, Worth, Alix, Heim, 
Bruyére and Marcel Rochas. There is 
no exporting at all. The clients are all 
French people. Business is good. There 
are no Nazi restrictions on the number 
of dresses, suits and coats one can pur- 
chase from the Haute Couture. These 
French customers do not need to have 
a bon... or order... from the Mayor 
permitting them to buy and limiting the 
number of purchases, although clothing 
in general, including shoes, is subject 
to very strict investigation by the au- 
thorities. 

As just one example of how the 
French creative genius has not been 
crushed, Mrs. Appo spoke of two ex- 
quisite evening gowns . . . one of or- 
gandie and one of tulle in Lelong’s 
Summer ‘collection. "When she © asked 
him who would wear such dresses now 
. . . there is very little formal dress- 
ing . . . he said he didn’t know, but 
he just felt that he had to make them. 
It is evident that the French love of 
beauty for its own sake persists and 
grows perhaps even stronger under the 
present adverse conditions. 


Ellison Estate Over $100,000 


RocHEsTER, N. Y.—F rank T. Ellison, 
former employee in his father’s shoe 
factory, who later went into the real 
estate and investment business, left his 
estate of more than $100,000 to his wife 
and daughter, it was disclosed when it 
was offered at the office of the Surro- 
gate for probate. If no descendants 
remain when they are through with it, 
the remainder will go to Drew Theo- 
logical Seminary at Madison, N. J., to 
provide scholarships for those wishing 
to study for the ministry. 
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Bids Opened on Lasts 
For Army Shoes 


Boston, Mass.—Preparatory to issu- 
ing invitations to bid on what it is re- 
ported will be large quantities of Army 
garrison shoes, bids on 85,000 pairs of 
oxford lasts over which these shoes are 
to be made, were opened July 28 at the 
jJecal Army -Base.._Low -bidders were: 

Morton Last Co., Cincinnati, O., 5000 
pairs at $1.603; Schelter Last Co., 
Rochester, N. Y., 5000 at $1.62; Arnold 
Bros. & Co., East Weymouth, Mass., 
10,000 at $1.63 less 1 per cent discount, 
30 days; Daetsch & Woodward Last 
Co., New York, 10,000 at $1.649; Vul- 
can Last Co., Portsmouth, O., 15,000 
at $1.702; Western Last Co., St. Louis, 
5000 at $1.67; Woodard & Wright Last 
Co., East Bridgewater, Mass., 5000 at 
$1.72, less 1 per cent discount, 30 days; 
and the United Last Co., Boston, 30,000 
at $1.7213. 


$2.00 Retail Range 
Problem for Merchants 


CuicaGo—A marked hesitancy on the 
part of retailers to buy shoes for the 
$2.00 retailer range, indicating a most 
unsettled condition in that price group, 
was noted at the regular monthly show 
of the Chicago Shoe Travelers, held 
July 21 and 22 at the Hotel Morrison. 

The fact that the wholesale price on 


many of these shoes has increased from 
$1.45 to $1.60 and $1.65 has made it 
practically impossible for them to in- 
clude this price range in their fall 
merchandising program, visiting mer- 
chants stated. They pointed out, how- 
ever, that they are still forced to com- 
pete with the chains in this range. The 
consensus seemed to be that they would 
go into the $2.25 and $2.45 price brack- 
ets with their former $2.00 retailers. 
There was also a heavy demand at 
the show for house slippers of the 
shearling type, which are said to be 
difficult to obtain. Black suedes in all 
elasticized versions lead the sales for 
dress shoes with worked eyelet patterns 
particularly in demand. Antiqued 
leathers and military types were most 
popular in the oxford classifications. 


To Expand Branch Stores 


Los ANGELES, CALIF. — Desmond 
Clothing Store branches in Long Beach 
and Palm Springs are both being in- 
creased in size to what is practically 
double the space now available. Shoe 
departments in both stores will be in- 
creased in scope and size, reports Gen- 
eral Shoe Manager Frank Crapo. Shoe 
departments in both branches have out- 
grown their present accommodations. 
The needed extra space for sales and 
shelf room will be ready when the Fall 
shoe selling season starts. 
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MEN'S & BOYS WORK SHOES 


Shite 


Honest Value 
In Boery Pair 
ROBERTS-HART, INC. 
KEENE, N. HK. 
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Women's Shoes 
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Easiephit Shoes for Busy Feet 
IN STOCK 


hand turned, com- 
shoes for work or home 


No. 554 
Write for Catalog 


ABBOTT SHOE CO. No. Reading, Mass. 
ESTABLISHED 1685 














Career Man in Shoe Retailing 


[CONTINUED FROM PAGE 33] 


dollars for board and room for the week 
would be about right, he figured. That 
would leave the men something for 
cigarettes, soft drinks and extras. 

“Mrs. Green, who boards me, will be 
glad to start the women on this right 
away,” Ed finished. “And I know the 
men will line up this noon. It’ll be a 
job but I guarantee we’ll have a place 
for every man by the time you need it 
this afternoon, Dr. Breen.” 

Dr. Breen clapped him on the shoul- 
der and went out to arrange lunches for 
his coming protegees. Then he put his 
head inside the door again, “See if you 
can find out who ordered this printed,” 
and hurried on. 

This turned out to be a handbill, 
printed in four languages. Immediate 
jobs at fine pay were offered for a new 
defense plant going up in Mytown. My- 
town Printing Company was the im- 
print on the bottom. Ed quickly called 
the printer and a moment later had the 
interesting information that the hand- 
bills had been ordered, 25,000 of them, 
and paid for by Alf Hughson. The lat- 
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ter had told the printer to keep the 
plant a secret as he and a group of 
bankers were dickering with a big com- 
pany to sell the plant to them after con- 
struction. Young Jim Raney had done 
the translating, the printer said. 

“The skunk,” Jack whistled when Ed 
told him about Hughson. But when he 
told him about Jim Raney, the pieces 
fell into place. Hurriedly telephoning 
the Raney house, Jack arranged for the 
elder Raney to come down at once and 
bring his son. 

Jim had been in an agency in Paris 
before the occupation, Jack explained. 
He had returned broken in health. 
“That’s where your ads are coming 
from you’re so envious of.” 

The story was soon told. - James 
Raney, senior, owed Alf Hughson $1,500 
on a note. He’d paid it but somehow the 
receipt had disappeared. Alf Hughson 
had taken a big lot outside of town as 
part payment and Jim was writing ads 
to help pay off the rest. 

Jack exploded. Didn’t Raney remem- 
ber he’d been in the store when the 
note was paid off and had witnessed the 
payment? Even if the receipt was lost, 
it made no difference; he’d be glad to 
testify as to the payment. And Jim 
could transfer his ad-writing abilities 
to Ed where he’d be paid and appre- 
ciated. The property would revert to 
James Raney who would see to it the 
workmen got a square deal. Before 
James Raney could change his mind, 
Ed whisked him out to see the ex- 
governor who was in town that day for 
the Round Table Club meeting. From 
then on details smoothed ott—the 
banker fell into line and offered Raney 
all the accommodation he needed to 
carry through the deal Hughson had 
started for the property. By noon all 
was settled, Ed reported to Jack before 
he started for the noon club meeting. 

“Mrs. Green phoned to say she and 
the women have placed 125 of the men; 
they’re working the telephone book 
through K. You men take up from 
there, she said.” Jack left a customer 
to give Ed the news. “And Dr. Breen 
came in to say some new houses for 
Mytown wouldn’t be a bad idea. Some 
of the best workmen might be encour- 
aged to stay here then. He says this can 
be a business boom and a demonstration 
of practical Christianity at the same 
time.” 

“He’s right at that,” Ed said as he 
started for the meeting. “One thing’s 
sure, more people mean more prospec- 
tive shoe customers. And the same rule 
holds true for the other businesses in 
Mytown.” 


Leather Firm Introduces 
New Color to Fashion Press 


New YorK—At 2a -recent cocktail 
party to the fashion press at the Wal- 
dorf Towers, with George Mealley as 
host, Ohio Leather Company presented 
“Sundown,” its new high-style brown 
for Fall shoes and accessories. The 
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A leader in Quality 
for ader in Quality 


“WREN’S” is the “aristocrat’’ of Shoe 
Polishes—The Brand most favoured in 
England’s famous Hunting Counties, and 
indeed by well-dressed Englishmen all over 
the Globe. 

‘‘Wren’'s” is noted for its intense brilliance, 
and unique leather-preserving and water- 
proofing properties, and the appointed 
Wholesale Distributors cordially invite the 
Shoe and Leather Trade to participate in 
the marketing of this fine Product. 

Full ulars from: 


WEST COAST: The Macpherson Leather 
Spring Street, Los a California. 
MI eg | eo ee 5 =, Nelson & Co., 


e Street, Chi 
new “YORK cry and - irons: 
The Majestic Leather Co., 308 Bowery, New York. 


Co., 250 So. 
223-225 West 





color, being produced in Washette Calf, 
is described by Doris Beechman, fashion 
advisor of the company, as being not 
only rich and interestingly different, 
but so neutral in tone that it can be 
worn with all the important Fall clothes 
and with black with extremely smart 
effect. It has been described as a taupey 
gunmetal brown and a vibrant new 
metallic brown tone. Manufacturers co- 
operating in its promotion are Schwartz 
& Benjamin, shoes; Pichel, handbags; 
Daniel Hays & Son, gloves; Herman 
Plaut, flowers; Slote & Klein, makers 
of Criterion Belts; Vogue Hat Com- 
pany, millinery; Cohn & Rosenberger, 
costume jewelry; Aberle Hosiery Com- 
pany. Models exhibited at the showing 
included both tailored and dressy types 
in the shoes and handbags. 

The name is taken from the film, 
“Sundown,” a Walter Wanger picture, 
starring Gene Tierney (Countess Cas- 
sini), which will be released by United 
Artists and will have its New York 
premiere at Radio City Music Hall in 
October. The linking of fashion with 
movie glamour is noted as a growing 
trend. 


McMahon Joins Arnold Store 


GRINNELL, [owaA—Paul McMahon of 
Chariton, formerly manager of the shoe 
department of the Montgomery Ward 
store in that city, has joined the sales 
force at the Arnold Shoe Store, here. 
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There must be something to 

NU-GO Sandal Exercisers 

when each day new stores 

like these sign up for them ! 

FILENE'S HIGBEE'S 
CARSON PIRIE SCOTT 

CHARLES A. STEVENS & CO. 
H. & S. POGUE CO. 


I. MAGNIN FLINT & KENT 
‘THE LINDNER COY 


—and scores of others! 


To All Americans 
who have not 
been Drafted omen st 


akg | Parents, Esquire! 








Tonight, when the sun goes down, it will set not only 
on homes but also on Army camps, Naval stations and 
defense outposts. 

i tin Complete Promotional 
It will set on one and a half million young men in > : and Merchandising Set- 


uniform. Most of them will be far from home. Many of Up! Demonstrator! 
Plan! Free Dealer Aids! 





them will be in places remote from towns and cities. pres Dealer Aidet 
What their life will be like after the sun goes down 
depends largely on you. 

These men need clubs . . . placcs where they can go for 
recreation and comfort in the evening . . . places where 
. . . places where they can have help and advice if they 
want it. 

To provide such service clubs, six of America’s most 
experienced organizations have banded together to form 
the U. S. O. (comprising the Y. M.-C. A.: National 
Catholic Community Service; Salvation Army; 
Y. W. C. A.; Jewish Welfare Board; National Travelers 
Aid Association). 

The U. S. O. will set up more than 360 of these clubs. 
The Government will supply the buildings . . . but to 
the American public belongs the responsibility of run- 
ning them and financing them. The cost for the first 
year is estimated at $10,765,000. 


So, to you who have not been drafted, we say . . . here 
is the chance you have been waiting for to aid in na- 
tional defense. And if you are getting more than $21 a 
month yourself, see if you can share some small part 
of it to make life more pleasant for those who have 
been drafted. 


Will you join the army behind the Army? Say yes 
... today! 


Send your contribution to United Service Organizations, 
National Headquarters, Empire State Building, New 
York, N. Y., or to your local U.S. O. Committee. 


Your Chance to Serve—Support the 


U-S-0 


TEN-DAY FREE TRIAL! 


Send for a sample pair of 
NU-GO Sandal Exercisers. Dis- 
play for 10 days. If you are not 
entirely satisfied with customer- 
reaction, send the Sandals 
back to us at our own expense. 


NU-GO FOOTWEAR CORPORATION 
55 W. 42nd St. (CH 4-8393) New York City 


Year-round sellers! To 


pro yo 
unlimited market! 
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There’s ever so much to see and do 


in Baltimore! 


Historic shrines, Maryland cook- 
ing, horse racing, yachting on the 
Chesapeake . . . and a hundred 
and one other fascinating attrac- 
tions! The city’s newest and largest 
hotel is located a short distonce 
from everything you want to see... 
in the middle of the business, shop- 


ping and amusement districts. 


700 ROOMS FROM $3 


LORD BALTIMORE HOTEL 


BALTIMORE, MARYLAND 
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Newflex does not curl or crack, 
Never a pair will you get back. 





NEWFLEX PIGSHRIN 


INNERSOLE COUNTERS WELTING 
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Shoe Trimmings 
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BRAND NEW EVENING 
TINSEL BRAIDS 


Gold * Silver * Multicolor 
Vamps, Quarters or by the yard 
Samples on Request 
WAVERSHOE TRIMMING CO., INC. 
92 Bleecker St., N.Y.C. 
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St. Louis Shoes 
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INCREASE 


-.-SAMPLES 
NCELLATIONS 
RCH and NOVELTIES 
for Men, Women & Children 
from 15 largest manufacturers of 
fine shoes in St. Louis. 
Over 1000 styles to choose from. Fall shoes 
now ready: We're in our tenth year of 
successful dealer service. 


M. K. WEIL SHOE CO. 


1326 Washington Ave. ST. LOUIS, MO. 

















Obituaries 


William L. Murdock 


Wosurn, Mass. — Funeral services 
for William L. Murdock, vice-president 
of the Northwestern Leather Company 
Trust were held at the Bixby Funeral 
Home in this city, July 24. 

Mr. Murdock, who was an outstand- 
ing authority on leather tanning, re- 
ceived his education at the Massachu- 
setts Institute of Technology and then 
entered business- with his father, at 
that time the owner of the Middlesex 
Tanning Company. In 1900 he joined 
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Redecorate and Enlarge Women’s Salon 


Harrisburg, Pa.—The women's shoe salon in the William B. Schlieisner Store, here, 

has been redecorated and enlarged. The modernization called for an enlarged 

front to the shoe salon which is one of the smartest in the city. The enlargement 

added more space for the comfort and convenience of customers. The salon is well 

laid out, with an additional stock room — a large line of footwear can be 
carried. 





the Northwestern Leather Company, 
having been engaged to build a plant 
in Sault St. Marie, Mich., and of which 
plant he was manager for a number of 
years, after which he returned to Bos- 
ton as vice-president of the company. 
He was also vice-president of the Bos- 
ton Leather Benevolent Society and 
director of several other business en- 
terprises. 

Mr. Murdock, who was 71 at the time 
of his death, is survived by his widow, 
Mrs. Cecile Murdock, and a brother, 
Grafton Murdock, of Orleans, N. Y. 


Thomas G. Plant 


Laconia, N. H.—Thomas G. Plant, 
who rose from the bottom of the ranks 
and became the millionaire head of the 
Thomas G. Plant Corp., shoe manufac- 
turers, in Jamaica Plain, Mass., died 
recently in Laconia Hospital following 
an operation. He was 82 years old. 

A native of Bath, Me., Mr. Plant 
started his career as an ordinary shoe 
operator, and worked his way to the 
top until he became one of the wealth- 
iest shoe manufacturers in the United 
States. 

Retiring about 30 years ago, he built 
his famous castle, “Lucknow” atop Os- 
sipee Mountain in Moultonboro, and ac- 
quired approximately 5000 acres of 
land and buildings in Moultonboro and 
Tuftonboro. Much of this vast property 
will be auctioned off at a mortgage sale, 
shortly. 

Survivors include his widow, Olive D. 
Plant, and a sister, Mrs. Edwin Jordan 
of Yarmouth, Mass. 


Plan Membership Emblem 


RocHESTER, N. Y.—Adoption of an 
emblem is being considered by the ex- 
ecutive council of the New York State 
Shoe Retailers’ Association for mem- 
bers to use in their stores to show that 
they belong to the organization. It is 
proposed to have the emblem, to be 
made of metal about two by five inches, 
carry the message: “Member New 
York State Shoe Retailers’ Association, 
1941.” The numerals would be changed 
each year as dues were paid. 

Since all shoe retailers agree that 
membership in the association carries 
definite prestige, the value of letting 
customers know what stores are in- 
cluded in that membership is said to 
be apparent. . 
Tennis Stars 
Need Lots of Shoes 


It’s pretty evident from the photo- 
graph on Page 17 that shoes are an 
important consideration of tennis play- 
ers. At least they are as far as these 
two pretty sister net stars, Mercedes, 
left, and Helen Marlowe, are concerned, 
shown here packing their gear to leave 
Seabright, N. J., for a tourney at White 
Sulphur Springs, Va. 

The girls’ shoe wardrobe besides com- 
prising three pairs of tennis shoes 
apiece, include several pairs of leisure 
footwear, dressy stepins and, we’ll bet, 
there’s at least a couple of pairs of 
evening shoes in their bags, too. Evi- 
dently the girls, even though tennis 
may be their first consideration, believe 
in going well prepared for their extra- 
curricular activities as well. 
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The W/E SKI BOOT LOOP has already been 
approved by many professional and amateur 
skiers. It is the strongest and most practical de- 
vice available for this rugged and popular type 
of footgear. Laces ride through these loops with 


minimum friction and consequently wear longer. 


Make sure that your new lines of Ski Boots are 
equipped with these superior fittings. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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5-Point Plan for a Children’s Business 


[CONTINUED FROM PAGE 24] 


11’s of the big boys and junior misses. 
At that, heels in junior misses are 
limited to a 12/8 heel height. 

Styling, choice of leathers and lasts 
in the large sizes are kept strictly in 
the juvenile field. Boys and girls who 
require men’s and women’s extreme 
sizes, also require much heavier upper 
and sole leathers than men and women 
wearing comparable sizes. 

Green’s definitely says to women: 
“This is an exclusive children’s shoe 
store and we do not carry women’s 
shoes. If any of our low-heel styles 
appeal to you, we will be most happy 
to serve you.” The reason for this stand 
is that when a store tries to reach out 
for more business in other fields, it im- 
mediately loses its identity as a chil- 
dren’s shop and its main reason for 
being in business. 

Children instinctively like a store 
and its organization at once or not at 
all. There are no half-way measures. 
For that reason it is important that 
everyone connected with the selling of 
children’s shoes must like children. 
Every salesperson at Green’s is well 
grounded in children shoe selling psy- 
chology, as well as in foot fitting and 
foot functions. 

The Green Golden Rule of employee 
relationship is—“‘We do not take ad- 
vantage of our employees and they 
never take advantage of us.” An em- 
ployee has never been discharged and 
nearly all have been with the organiza- 
tion from 10 to 15 years. No employee 
has ever asked for a raise. Salary 
raises have been made, of course, but 
they were anticipated by the firm and 
not requested by those who received 
them. 

What are considered safe and sound 
merchandising rules in many stores are 
regularly broken in this amazingly oper- 
ated store. From a merchandising point 
of view, 95 per cent of the business is 
placed with four resources, with the 
business being built on conservative 
lines. That’s just good business. 

However, it is the policy to carry 
about a third more stock than most 
stores consider necessary. Sizes are 
always on the shelves. “I doubt if we 
lose two customers a year through not 
being able to fit properly,” observed 
Mr. Greenberg, Sr., a statement to 
which his son, Alexander, nodded his 
assent. 

This is one store which does not have 
a stock control. “It does not matter if 
we have 18 pairs of one shoe on hand, 
the styles and the trade are such that 18 
pairs of any shoe melts away in no 
time. Recently we experienced a little 
difficulty in keeping sizes 5% and 6 on 
baby’s white shoes on the shelves. 
Ordering 36 pairs of each size, then 
buying the usual sizes in addition solved 
that problem.” And, “We are wilfully 
negligent in seemingly overbuying on 
staple shoes for children, but are known 
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as light buyers on shoes for big boys 
and girls. The latter numbers run into 
more money, then the style element 
makes these shoes a somewhat hazard- 
ous factor,” sums up the Greenberg 
merchandising policy. 

Sales here are handled differently 
than in most shops. A sale is only held 
when there is an advertising or promo- 
tional reason for having one. Four days 
is the time limit on such sales. When 
the management feels the store’s pa- 
trons are entitled to some sort of a 
bonus, a sale is held. Preparations for 
such an event is made by having plenty 
of sizes in every number to carry 
through the sale. 

As is evident, these sales are not for 
clearance purposes. An adequate P. M. 
system takes care of such shoes as are 
being discontinued. 

A perpetual record is kept of every 
pair of shoes sold. As is usual, these 
records form a good mailing list, are 
useful in adjusting complaints and assist 
in cases of absent fittings. What is un- 
usual is that the customers are divided 
into two groups, “Preferred” and “Not 





Dates to Remember 


Michigan Shoe Travelers Monthly 
Shoe Buyers Day, Hotel Statler 
Detroit, Mich. August 4, "1941 


Annual Outing Buffalo Shoe Retail- 
ers Association, Walker’s Grove, 
Williamsville, N. Y. August 20,” 1941 


Official Opening of American 
Leathers for Spring, 1942, Tan- 
ners’ Council of America, and 

N.S.R.A. Style Condébainthe Wal- 
dorf-Astoria Hotel, New York. 
September 15, 16, 1941 


Introduction of Spring Footwear 
Fashions of St. Louis Shoe Man- 
ufacturers aeereen Hotel 
Commodore, New Y: 

October 26, rm 28, 29, 1941 


Shoe Manufacturers’ Spring Open- 
ing, Hotel New Yorker, New 
York. November 3, 4, 5, 6, 1941 


Boston — Fair, New England 


Shoe Leather Association, 
Hotels Statler and Parker House, 
Boston, Mass. 

December 1, 2, 3, 4, 1941 


Annual Convention, National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, Ill. 

January 3, 4, 1942 


NATIONAL SHOE FAIR, Hotel 
Stevens, . Il. 
January 5, 6, 7, 8, 1942 


Joint Annual Convention Texas- 
Oklahoma Shoe Retailers Asso- 
ciation and Southwestern Shoe 
Travelers 


‘exas. 
January 1l, 12, 13, 14, 1942 





Preferred.” Only the former are on 
the mailing lists. No charge accounts 
here; everything is on the cash basis. 

Several necessary factors for extra 
good fitting service are a backing of an 
always complete stock, a genuine knowl- 
edge of fitting children shoes and 
salespeople’ who can translate both 
these factors into satisfied customers. 
Salespeople are under strict orders not 
to sell shoes but to fit feet. With every 
size and width on the shelves, there is 
no incentive to mis-fit anybody. 

In fitting, we learned, there is only 
one way—a confidential approach to 
the child and parent. Unless a shoe fit- 
ter can inspire complete confidence at 
the very start, the chances of a suc- 
cessful sale is small. 


Stylist Returns From 
Western Markets 


New YorK—On her recent return 
from the South and West, Miss Rhea 
Nichols, of Allied Kid Co., was enthu- 
siastic about the rapidly growing west- 
ern and southern markets. In casual 
California, she found fashion more 
formalized, with a new note of “refine- 
ment” everywhere. 

It is apparent that there is a more 
unified fashion consciousness among 
designers. There is more trend mer- 
chandise, less single-idea fashions. 
Through the entire market there are 
more promotional themes than in pre- 
vious seasons. Many spectator type 
clothes for town are being shown, and 
are selling well. Play shoes, one of 
the most important phases of the Cali- 
fornia fashion industry, are now of two 
distinct ranges. The first have been de- 
signed for beach and country wear. The 
second are appropriate for town and 
formal coordinations. 

Evening clothes have been adapted 
from the casual daytime clothes of Cal- 
ifornia. The best are impeccably tai- 
lored. 

Reds and beiges colored the entire 
California picture. Green, as an ac- 
cessory color, was more in evidence’ on 
the West coast then on the East. Saddle 
tones, of course, have now taken their 
place with the American fashion clas- 
sics. 

In Texas Miss Nichols visited re- 
tailers in Houston, Dallas, Galveston, 
San Antonio and Fort Worth. She 
found black suede shoes selling three 
to five weeks in advance of previous 
seasons. 


Acquire Additional Space 

PHILADELPHIA, Pa.—It is reported 
that the William Amer Company of 
this city has recently acquired the 
premises formerly occupied by the 
Bockius Kid Company at the corner 
of North American and Willow Streets. 
Repairs and restoration of the plant 
are now in progress, and in the early 
Fall this plant will be used for ware- 
housing purposes and additional tan- 
nery capacity. 
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Lizzie Gargoyle 
ANSWERS ADS. “(3 


Lizzie is 18 years old, red head, freckles, and works 5 


for the MacNutt Knitting Mills in Splotzville. 

Lizzie’s father, Jehosophat Gargoyle, is night watch- 
man in the pickle factory, her mother, Sophronia, 
caters to the family’s dietary requirements, and her 
brothers, Sammy and Souse, work in the garage 
‘down by the railroad tracks. 
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ALLL THE GARGOYLE FAMILY LIKE TO ANSWER ADS—in fact 
the social status of a family in the Gargoyle neighborhood rests principally upon the size of 
their morning mail. 

And when old Jim MacTisch, the postman, shows up about 8:30 A.M. the necks of the neigh- 
bors are strained in sizing up the big packet of catalogues, booklets, brochures, folders and 
letters that are dumped on the Gargoyle’s front porch. 

Lizzie’s principal predilection is shoe ads; she loves to answer the ads of Haig & Haig, Wil- 
son & Calvert, Jamison & Bushmill and other high class shoe manufacturers and get copies of 
their catalogues and beautifully illustrated brochures portraying “shoes for the occasion”. Their 
reference to Sterling & Sterling, their local distributors, doesn’t register with Lizzie because she 
lives on the wrong side of the track and trades at Shultz’s Cancellation Shop. 

But she does love to peruse the high-tone catalogues, pick out a style that appeals to her $14 
a week salary and then beat it over to Sam Shultz’s Emporium and see how well he can match it 
in his $1.98 line of “quality shoes at quantity prices”. 

And, of course, Haig & Haig, the manufacturers love to get post- 

—PROFESSOR QUIZ ASKS :— cards from Lizzie. She is the great consumer market. It doesn’t 
a estimating advertising results, se ie matter that she is ier, far removed from their class of merchan- 
dise,—all they want is “replies” and Lizzie Gargoyle and thousands 


quantity or quality that counts?” just like her supply this demand. 
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Classified and Want Ads 





SALESMEN WANTED 


FOR SALE 








ATTENTION 
SALESMEN 
TRAVELING 
SOUTHERN 


AND 
WESTERN 
STATES 


We are interested in steady producers 
in these states for our $4.10 styled 
women’s corrective shoes. We do not 
object to your carrying a compli- 
mentary non-conflicting line. Please 
give us complete details of yourself, 
what line you are now carrying, and 
territory you are traveling. Also a 
recent picture of yourself. 


Address 230, care BOOT & SHOE RECORDER, 
100 East 42nd Street, New York, N. Y. 











ALESMEN — For Nationally Known Line 

Athletic Footwear, Riding Boots, Ice Skating 
and Roller Skating Outfits, Bowling Shoes, also 
other items featured in attractive 42 page 
Catalog. Side line or full time for men with 
established trade. Territories Open: Metropoli- 
tan New York, Pennsylvania, some parts South- 
ern, Central and Western States. Straight com- 
mission to start. Address $241, care Boot & 
mr os ae 100 East 42nd Street, New 

or 





SHOE Factory specialized in manufacturing of 

$2.00 Nurses’ oxfords and Arch Type Shoes 
wants salesman for New York City and Metro- 
politan area. Address $240, care Boot & Shoe 
a ee 100 East 42nd Street, New York, 





EW established concern, with very interesting 

line in $3,00 Archcomfort shoes, wants sales- 
men throughout all states to visit medium Re- 
tail and Department stores. Strictly commis- 
sion. In stock line can be carried with no 
conflicting line. Apply only when sufficient 
experience in this field and an established trade. 
Give references and accounts sold. Address 
2233, care Boot & Shoe Recorder, 100° East 
42nd Street, New York, N. Y. 





SIDE LINES SALES'N WTD. 


ANTED, experienced children’s shoe side- 

line salesman for old established line of 
infants’ and children’s shoes, Several good ter- 
ritories open. Only salesmen with good refer- 
ences need apply. Address $232, care Boot & 
vou. a ee. 100 East 42nd Street, New 
orl ; 








Good Paying Retail Shoe Store 


One of best locations in Southern Arizona, 
good lease with very reasonable rent. Fine 
opportunity for aggressive, hustling shoe 
retailer. Stock and fixtures approximately 
$5,500.00. Address 
T. C. HARDY 
139 East Congress St., Tucson, Arizona 











CHIROPODIST WANTED 





WANTED: CHIROPODIST. Licensed to 
practice in State of Washington. Preferably 
a recent graduate. Attractive proposition. Fn 
Mayflower Hotel, Room 514, Seattle, Jash- 
ington. 





WANTED TO PURCHASE 





LADIES’ and children’s smart, new shoe store. 
Ladies’ $3.95 to $6.75, children’s $2.50 to 
$2.95. Best location in city of 10,000 on: the 
west coast of Florida with big drawing radius 
from county. New, clean stock. Store priced 
for quick sale. Information furnished by re- 
turn mail. Address $234, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York, 
N: ¥. 





HICAGO west suburban Family Shoe Store. 

Established for 20 years. Doing upward 
$25,000 yearly. Better prospects in view be- 
cause of Buick plant nearby. We carry well- 
known lines such as Florsheim, Freeman, Inter- 
national and Red Cross. Stock can he reduced 
to suit purchaser. Reason draft. Address $235. 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 





POSITION WANTED 


GGRESSIVE retail Shoe Salesman desires 

proposition on Pacific coast. Thorough 
knowledge of buying, managing and promoting. 
At present employed. Married. Address £224. 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 








XECUTIVE, 42, College Graduate, (B.A.- 

L.L.B.), Married, personable, excellent or 
ganizer, correspondent, personnel, office man- 
ager, ability securing results, hard untirinz 
worker, energetic, thorough, legal training, three 
years’ collection, eight years financial and chain 
store, six years’ retail shoe chain supervision. 
Seek position affording opportunity and -fature. 
Enviable references. Address $231, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 





UYER, Manager, 10 years’ experience better 
grade shoes. Promotion minded. Trims 
windows. Ambitious. Married. (30). Best 
references. Address $236, care Boot & Shoe 
_. 100 East 42nd Street, New York, 





UYER and Manager. For shoe store or De- 

partment. Twenty years’ experience with a 
satisfactory record of successful operations and 
profits. Only good stores considered. Address 
$237, care Boot & Shoe Recorder, 100 East 
42nd Street, New York, N. Y. 





CASH 


For Entire Stocks or Surplus Merchaudise. 
This is a good time to dispose of them. 
We can use any quantity and pay the highest 
prices. 
CAMITTA SHOE COMPANY 
16 8S. 3rd St. Philadeiphia,. Ia. 
Phone Lombard 2062 








SHOE STORES WANTED 
FOR CASH 


BARIS SHOE co. ne. 
79-81 Reade St., New Y 
Unusual references aon - 








BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 


We buy for cash jus or complete shoe stocks. 
Branded or prices. 
Write, wire or phone. 
BARSH & CEASAR 


1” A. Feurth St. Philadeitphin. a. 
Phone Market 1686 








SELL YOUR SURPLUS STOCKS 
to 


KIRSCH-BLACHER CO., INC. 
established 1915 
sol F — or —— stocks of shoes 
from manufacturers. 
i our — — 
108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 








WE BUY 
Entire or lus Wholesale and Ketall 
Stocks. Also randed Shoes such as 
Enna-Jettick, Vital- 
ity, Arch Quality. Bos 
tonians, Stetson, Red Cross, Nuna-Bush, Ete. 
IRVIN BRUBIN 
“The House of Jobs” 
Reade St... Cor. Charch 








sv 
Vhene Barclay 7-7887. New York (tt, 











CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified a is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in adva 
we Advertisements for an page must be in our New York office on Friday of the week preceding publication. -gu 


per word. Minimum 
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LINE WANTED 


MERCHANTS’ NEEDS 





LINE wanted for New York and New Jersey. 
Women’s Novelties to retail from $2 to $5. 
Experienced. Address £238, care Boot & Shoe 
je sarang 100 East 42nd Street, New York, 
N, 





WANTED. $5.00 MEN’S LINE, by a sales- 
man with a big volume of business in the 
state of New Jersey, as a side line. Straight 
commission. Address $239, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York, 
x. 





BUSINESS OPPORTUNITY 


INVESTMENT OPPORTUNITY SOUGHT 
E sponsor of this advertisement has had 
long and successful experience in revitalizing, 
revamping and refinancing sizeable manufactur- 
ing organizations; has a splendid record of 
accomplishment and has just finished up an 
important commission in a middle western city. 
He is now actively looking about for a man- 
agement or investment-management opportunity. 
Best of business and banking references can 
be furnished. If your business is in need of 
modern management direction and new capital 
this may be your opportunity. Address $242. 
care & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 


TO LET 


Formerly Aronsohn Boot- 
For better 











O Let. Low rent. 
ery, Main Street, Nyack, N. Y. 
shoes Red Cross, Bostonians. 








A Pause for “Happiness” 

New York—The resignation of Miss 
Miriam Cooper, director of retail and 
wholesale advertising and publicity for 
I. Miller & Sons, Inc., was recently 
made known by Irving E. Grossmann, 
general sales manager of the company. 

Miss Cooper, who has been with I. 
Miller for the past four and a half 
years, the last three and a half in the 
position named above, is retiring to 
private life, where she is known as 
Mrs. Leonard R. Miller. Miss Cooper 
expects to reenter business after an 
absence of about a year. 

At I. Miller, Miss Cooper also had 
charge of fashion showings for con- 
sumers and dealers as well as operat- 
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—here's how to get 


More Business! 


HE Vincent Edwards idea Clipping 
Service has over 2,000 satisfied users. 
Eoch order filled to what 
you want; wholesalers request 
best retail ads; usually 
want ads of competitive brands. 

Won Ons Oto 
ad clippings is the = ickest 
pensive way to 


af eompaper 
and least ex- 
in touch ar | 
learn 


Use coupon below to 
this valuable service and the 5 
term trial offer. No obligation, of 


VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your 
paper od clipping. service and. special 


with 
ox dy 
gr yo 














ing a fashion promotion service to I. 
Miiler accounts. 

In announcing the resignation of 
Miss Cooper, Mr. Grossmann said no 
successor had been named as yet. 


WHY CUSTOMERS 
LEAVE HOME! 


Many good custo- g, y 


mers are lost, not 

chrough any fault of 

the shoes you sell, 

but because their feet 

will not permit them . . 
to wear any shoes comfortably. These same 
people will be your most loyal repeat custo- 
mers if you show them how to enjoy being on 
their feet with Trimfoot Foor Relief. Write 
today and learn how you can offer a complete 
foot relief service on a surprisingly small 
investment. Address Trimfoot Company, 

4060 Forest Park, Sc. Louis, Mo. 


TRIMFOOT FOOT RELIEF 





L 
George T. Lighthirer 
HONESDALE, Pa.—George T. Light- 
hirer, a former well-known Goodrich 
Rubber Company salesman, died re- 
cently. He had been with this organi- 
zation for many years. His father had 
been connected with the company be- 
fore him. 
He is survived by his father, his wife, 
a daughter, Jane, and a son, Thomas. 


Named for Councilman 

ROcHESTER, N. Y.—Lloyd J. Webb, 
shoe salesman of 120 Stone Road, has 
been named as Democratic candidate for 
Councilman of the town of Greece, 
N. Y., a suburb of the city, in which his 
home is located. 





The Editor’s Outlook 


[CONTINUED FROM PAGE 16] 


the numbers was provided so that the purchaser would be able 
to determine by whom the shoe was made and in which class 
it belonged. This last regulation was a compromise on the ques- 
tion of printing the wholesale price of the shoe on the sole, 
which had been previously rejected by the trade. 

“A system of pledges was required of manufacturers, jobbers 
and retailers. Retailers were required to exhibit a card explain- 
ing the scheme in a conspicuous place in their stores. They 
were to be given until June I, 1919 to dispose of old stock 
before applying the price schedule.” 


We have a feeling it will be more in line with the sug- 
gestion of Bernard M. Baruch in a most significant 
paragraph from his book “American Industries in the 


War.” Here it is: 


“Under my suggestion we would at once freeze the whole price 
structure in its normal relationship and thereby stop advances. 
This does not\mean that we would decree any price. The frozen 
structure is a schedule of maximum prices. Economic influences 
making for price declines would operate freely. We are simply 
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clapping on a ceiling against advances and we immediately set 
up a Commission to rectify any incidental injustices. In my 
opinion the mere fact that such a power and plan exists would 
have a great stabilizing effect on any tendency of prices to rise.” 


If price fixing must come, it should take into con- 
sideration the natural, normal diversity of footwear 
needed by men, women and children for all seasons of 
the year and for all purposes of human foot-life. We, 
in shoes, cannot hope to escape the controls being placed 
upon other industries—aithough to our way of thinking, 
getting America back onto it feet isn’t a bad escape- 
valve for all such things as less automobiles, gasless 
Sundays and the like. There has ben little, if any, re- 
strictions of types and uses of footwear in lands much 
more harassed by actual war than we are. 

There ought to be a lot of thinking put into this sub- 
ject of controls in footwear before any strait-jacket plan 
is put into operation. 





In times like these, your manu- 
facturing resource becomes 
your life line! With the present 
uncertainty how will your man- 
ufacturers handle Quality . . . 
Price . . . Delivery . . 


Remember that Dr. A. Posner, 
Inc., has been making chil- 
dren’s health shoes since 1888. 
We've seen over 50 years of 
wars, booms, depressions—in- 
‘flation—and deflation. We've 
never failed our dealers . . . and 
we’re now set to be of even 
greater service to them than 
ever before. 


This Fall you can make more 
profit with less pressure by con- 
centrating on this Nationally 
known—Nationally advertised, 
quality line of children’s health 
foot wear. 


Immediate delivery from a tre- 
mendous in-stock service is 
only one of the features that 
makes the Dr. Posner fran- 
chise a valuable asset to your 
store. 


Stop in and see the line—or 
ask a representative to call. Say 
which—and when! 





m | Buying TTC ts 


BOOTS AND SHOES 


ABBOTT SHOE CO., No. Reading, Mass... 
ATHLETIC SHOE CO., Chicago, Ill.......... 
COLE, ROOD & HAAN CO., Chicago, Ill... 
CURTIS-STEPHENS-EMBRY CO., INC., Reading, Pa. 
FREEMAN SHOE CORPORATION, Beloit, Wis.. 
GOODWILL SHOE CO., Holliston, 

GREEN SHOE MFG. CO., Boston, Mass....... 
HEALTH SPOT SHOE SHOPS, INC., Danville, il, 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass. 
NU-GO FOOTWEAR CO., New York City 

POSNER, DR. A., SHOES, INC., New York City. . 
ROBERTS-HART, INC., Keene, N. H..... 
TWEEDIE FOOTWEAR CORP., Jefferson City, Mo. 
UNITED STATES RUBBER CO., New York City 
VITALITY SHOE COMPANY, St.‘ Louis, Mo... 
WEIL, M. K., SHOE CO., St. Louis, Mo. 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., New York, Boston, Philadelphia 

EVANS, JOHN R., & CO., Camden, N. J.. 
HUBSCHMAN, E., & SONS, Philadelphio, Pc. a 
KIEFER, EDGAR F., TANNING CO., Grand Rapids, Mich. 
LEVOR, G., & CO., INC., New York City. . 

ROSS, A. H., & SONS, Chicago, Ill... .. 
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MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, Etc. 


LIMA CORD SOLE & HEEL CO., Lima, O 
LITTLEWAY PROCESS CO., Boston, Mass... 
UNITED SHOE MACHINERY CORP.,: Boston, Mass... 
WAVERSHOE TRIMMING CO., INC., New York City. 
WREN'S SHOE POLISHES 


STORE EQUIPMENT AND ACCESSORIES 


SHOE FORM CO, INC., Auburn, N, Y... 
TRIMFOOT COMPANY, St. Louis, Mo. 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City. 
BARSH & CEASAR, Philadelphia, Pa... .. 
CAMITTA SHOE COMPANY, Philadelphia, Pa. 
HOTEL LENNOX, St. Louis, Mo............ 
HOTEL LORD BALTIMORE, Baltimore, Md.. 
KIRSCH-BLACHER CO., INC., New York City 
RUBIN, IRVIN, New York City. . 

VINCENT EDWARDS & CO., New York City. 
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Its sure-grip tread 
aids your selling at 
the fitting stool. 


Your customers can 
see it. . » they can 








The t-i-g-h-t-e-r surface-gripping tread of this NEW “RAW-CORD” 
sole is making the working feet of industry more sure-footed in their 
speed-up efforts for defense. It is waterproof and wear-resistant, 
and has a tractor-like grip. Always the preferred sole in Industry, 


RAW-CORD’S famous quality is now further improved by these 
features: 


*& NEW DESIGN A surer, safer arrangement 
of lugs made necessary by today’s insistent 


demand for a non-slipping sole 


i NEW TOUGHNESS Assuring longer wear, 


based on the original, genuine “Cord-on- 


End” construction throughout entire sole. 


. NEW NON-SLIP The NEWS in these NEW 
soles is the “tractor” conception of steady, 
firm grip promoting safe and easy move- 


ment. 


Write for full information 
about RAW-CORD’s sensa- 


tional new safety sole and heel 


No. 1345—BLACK 
No. 1346—CHOC. 


also made with 





Aw CORD 


SOLES- HEELS 





GRO-CORD 
CONSTRUCTION 











SOLES and HEELS. 





Good Shoes become Better Shoes 
with GRO-CORD or RAW-CORD 


